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from the year’s biggest news in work shoes & 
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RESISTS BARNYARD ACIDS! The work shoes 
above are a matched pair worn continually 
for five months in the presence of barnyard 
acids. The untreated shoe (left) has rotted 
badly while the shoe that was treated with 
ScoTcHGaRD Protector (right) remains un- 
damaged. 





RES!ISTS CAUSTIC ALKALIS! The work boots 
above are a matched pair field-tested in a 
chemical pilot plant. Hot alkali was spilled 
on both shoes. The untreated one (left) 
was eaten away; the one treated with 
ScotcHGcarD Protector (right) was undam- 
aged by the alkali. 





RESISTS INDUSTRIAL ACIDS! This acid-curl 
test shows two pieces of leather—one treat- 
ed, one untreated. A drop of concentrated 
hydrochloric acid is placed on a strip of 
leather and the resulting curl is measured in 
angular degrees. Note—no curl with leather 
treated with ScotcHGarD Protector. 


RESISTS OIL ABSORPTION! This static oil 
absorption test shows treated and untreated 
specimens of leather being removed from a 
beaker of mineral oil after ten minutes im- 
mersion. The untreated leather (left) is com- 
pletely saturated; the leather treated with 
ScotcnHGaro Protector is unsaturated. 





RESISTS LACTIC ACID, PERSPIRATIOI 
Work shoes worn in dairies are subject ‘ 
destructive attack of lactic acid, which r 
sults from souring milk. Leathers treate 
with ScotcHGarD Protector resist this attac 
—resist perspiration, too, because lactic ac 
is a component of perspiration. 
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RESISTS WATER, TOO! Workshoe side leat! 
ers treated with ScotcHGarp Protector ha\ 
excellent water resistance because th 
leather fibers resist becoming wetted, resi: 
water absorption, even though some wat 
works its way through the pores. As a resul 
shoes dry more quickly, 
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OTCHGARD PROTECTS SIDE LEATHERS 


LEATHER PROTECTOR 





FROM CORROSIVE CHEMICALS, OIL (AND WATER, OF COURSE]) 


. - » IMPROVES COMFORT, ALL- 
AROUND WEARING QUALITIES! 


Out of a decade of pioneering re- 
search by 3M in the new science of 
Fluorochemistry come two facts of 
vital interest to everyone concerned 
with better workshoe sales! Fact One: 
the development of ScoTcHGARD 
BRAND Leather Protector with the 
ability to stand off violent acids or 
caustics, to resist oil and water. Fact 
Two: SCOTCHGARD Protector has a 
remarkable affinity for leather fibers, 
preserving suppleness and flexibility, 
while transferring its protective prop- 
erties to the leather itself. Result: 
New immunity of workshoe side 
leathers to destructive attacks of 
many kinds. . . along with new life, 
new comfort, new good looks, new 
selling values galore! 

New Chemical Resistance! Now there 
is a new kind of protection for work 
shoes that must work in or near 
chemicals or acid conditions, in in- 


dustrial plants, barnyards and stock- 
yards! ScoTcHGARD Leather Pro- 
tector guards the very fibers of the 
leather . . . no “stuffing” of the pores 
a protection is long-lasting . . 
shoes stay light, bright, polishable. 


Perspiration, too! Even the subtly 
destructive lactic acid in perspiration 
is stopped by SCOTCHGARD Protector. 


New Oil Resistance! Though leather 
is notoriously ‘‘oil hungry’’, ScoTcH- 
GARD Protector gives workshoe side 
leathers amazing ability to resist oil 
absorption .. . and ma er clogging 
pores. Because treated leather fibers 
don’t soak up penetrating oils, pores 
“‘breathe’’, shoes stay light and com- 
fortable, keep flexible and warm in 
cold weather. And washability lasts 
for the life of the shoe! 


Fiber-based water resistance! In 
leathers treated with ScoTrcHGaRD 
Protector, the individual fibers re- 
sist internal wetting. Thus water 
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++ WHERE RESEARCH IS THE KEY TO TOMORROW 





LEATHER PROTECTOR 


present in the network of repellent 
fibers is released and evaporated— 
there is rapid drying without appre- 
ciable hardening or shrinking. 


New Comfort and “‘Dress’’! Workshoe 
side leathers treated with ScoTcH- 
GARD Protector have improved phys- 
ical qualities because the pores are 
left open, not “‘stuffed’’. Porosity is 
not sacrificed to protection .. . is 
actually increased. The leather 
breathes, stays light in weight, flex- 
ible, with fine break, tight grain, 
resiliency. 


Processing is easy! No special equip- 
ment is needed to treat leathers with 
ScoTCcHGARD Protector . . . you treat 
hides right in the drums. Dye fixa- 
tion is improved—treated leathers 
respond well to vulcanization of 
soles to uppers. 


If you are a tanner or manufacturer, 
please write 3M, Department 
TAA-61, St. Paul 6, Minn. 


© 1961 3M Co. 





GET THESE 
8 IMPORTANT WORKSHOE 
MERCHANDISING ADVANTAGES! 


. Chemical Resistance! 

. Oil Resistance! 

. Water Resistance! 

. Perspiration Resistance! 

. Increased Porosity! 

More Permanent Dye 
Fixation! 

. Improved Lubricity! 

. “SCOTCHGARD” Brand name 
is nationally promoted! 


ON ANPWNHH 
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TRADE MARK REG.US. PATENT OFF. 


The sure business start 


for repeat sales 





and profits. 


“KALI-STEN-IKS” offers 
a complete line of 


nationally advertised 


children’s shoes 


for children of all ages. 


In stock 524 
Black Plug Oxford 
In stock 286 
White Plain Toe Blucher 


8'2 to 12— A, B, C, D, E 
12% to 3— A, B, C, D, E 
32 to 6— A, B, C, D, E 


Also in stock 539 in Oxblood. 


2t06—B6, C, D, E, & EE 
6¥2 to 8 — A, B, C, D, E, & EE 


THE GILBERT SHOE CO., 


June 15, 1961 


Second-class Pp 
$4.00; all other parts of the world, $15.00 


Fe mS ws 
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American Girl takes you out of the peak and valley business into a sure, stable, profit- 
able pattern — and a lot less worrisome one. The complete line sells more kinds of 
people, more times...52 weeks a year. 


teenager, young working woman, | basics, sports, casuals, novelties, 
career woman, young married, matron § walking shoes, working shoes 


American Girl Shoe, 288 A Street, Boston, Mass. » New York Office: Marbridge Building, 47 West 34th Street 
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In this issue. . . 


New neutrals: the news in spring leather colors 
for ’62 


A whole new concept in neutral colors is the major portion 
of the fashion story for spring. 


The market for women’s professional shoes . . 
Waitresses, beauticians and supermarket checkers swell 
the potential market. 


Motion pictures: a payoff in performance and 
goodwill 
Educational motion pictures, filmstrips and slides as effec- 
tive training and public relations tools. 


Materials viewpoint for ’62 
All the trends in color and textures in ready-to-wear 
fabrics are found in the shoe fabric market. 


Retailing for ‘‘outer space’ on size charts 
A business in outsizes can be profitable if you go into it 
with enough advertising and promotion. 


$837 million a year to product-equip our shoes 
Allied products are big business, representing 30 per cent 
of the entire wholesale cost of the shoe. 


The outlook for leather prices 
Leather prices will be somewhat higher but better business 
will absorb some of the increase. 


Departments . . . 


Estelle Anderson 

Gervase Butler 

Dates 

Deaths 

Editorial 

Geraldine Epp 

Inside shoe business .... 
The last word 
Leather-allied news 
Letters 

Manufacturing report .... 
Manufacturing news . 
New products 

Pattern portrait 


Coming July 1... 


Job rating your retail sales people 
Edward J. MacDonald, exec. v.p., NSRA, shows how retail 
sales training will increase volume and reduce selling costs. 


Personne! 

Profile 

Publisher’s column 

Retail trade report 

Retail news 

Salesmen on the road.... 
Evelyn Schless 

Shoe people 

Shoe school 

Trade trends 

Voices from the trade.... 
Washington alert 

Worth writing for 





NOW'S 
THE 
TIME 


TO 
GRADUATE 
TO THE FINEST, 
MOST PROFITABLE LINE | 


OF JUVENILE FOOTWEAR 
EVER MADE 

















WASHINGTON ALERT .., cose sax 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


Seeks new leather uses 


A government scientist predicts 
the coming introduction of a leath- 
er substitute is “a very serious 
threat” to leather markets. 

Dr. G. W. Irving, Jr., of the U. S. 
Department of Agriculture, says 
he is redoubling his efforts to find 
new uses for leather so as to help 
cushion the blow expected when the 
new product goes on the market. 

Says Dr. Irving: 

“T believe we will see in the com- 
ing months just how serious this 
threat is with the pending an- 
nouncement of an industrial dis- 
covery which allegedly permits pro- 
duction of materials for shoes 
which are scuffproof, which need 
no polishing, which will breath, 
which are waterproof, and can be 
washed. 

“As we see it, this represents a 
very serious threat to leather mar- 
kets and is causing us to redouble 
our research efforts.” 

Dr. Irving does not identify the 
new product by name, but it is clear 
that he is referring to the new 
Dupont material now being tested 
by some shoe manufacturers. 


Shoe prices decline 


Retail shoe prices in April soft- 
ened slightly by one-tenth of 1 
per cent, the U. S. Bureau of Labor 
Statistics says. Shoe prices, like 
these for many other commodities, 
have been stable for the past seven 
months, BLS records show. 

The government’s footwear 
shoppers report scattered price 
cuts on workshoes and on women’s 
playshoes. Slight rises were re- 
ported on women’s pumps and 
men’s dress shoes. 

The BLS index for retail foot- 
wear prices stood at 140.8 at the 
end of April, down from 140.9 in 
March. April prices were .7 per 
cent above those of April, 1960. 
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For other commodities, gains 
were recorded for used cars, mov- 
ies, and medical care. Offsetting 
declines turned up in women’s ap- 
parel, gasoline and new cars. 

The long period of stable prices 
suggests that upward price pres- 
sures are now building up and may 
start showing before long. 


Foreign wages as tariff key 


More suggestions are being made 
in Congress to adjust U. S. tariffs 
to the labor conditions of foreign 
countries. 

Rep. Charles S. Joelson, D., N. J., 
for example, wants to impose re- 
strictions on products produced by 
“exploited” foreign labor. 


Congress eyes imports 

Congress is finally paying closer 
attention to the import problem. 
In recent weeks, senators and rep- 
resentatives from many areas have 
introduced bills calling for various 
schemes to slow the arrival of shoes 
and other products from abroad. 

These plans range all the way 
from voluntary quotas (producing 
nations are expected voluntarily to 
cut back their shipments to the 
U. S.) to mandatory higher tariffs 
and mandatory quotas. 

As a matter of political reality, 
there is little or no hope that the 
Congress will write or that Presi- 
dent Kennedy will sign into law 
this year any plan that in any way 
inhibits imports. It is now evident 
that the problem has to get worse 
before a majority of the Congress 
and Mr. Kennedy wake up to realize 
how serious the import problem 
really is. Relief is at least a year 
or more away. 

A growing list of Senate and 
House members are declaring their 
support for a voluntary-quota plan 
(the so-called “orderly marketing 
act”) first sponsored by Senator 


Edmund S. Muskie (Maine Demo- 
crat). 

Others, such as Rep. Peter A. 
Garland (Maine Republican) snort 
that it is “naive to believe that 
these foreign countries involved 
will agree to negotiate.” 


More young people than ever 


There are more children and 
youths in the U. S. today than ever 
before, and the trend is up. The 
U. S. Census Bureau says there are 
now nearly 80 million children and 
youths of school and college age, up 
by 27 per cent from the 63 million 
of only 10 years ago. 

Today, nearly half of the U. S. 
population (44144 per cent, to be 
exact) is under 25. 

Of this huge group, 20.3 million 
are under 5; 18.6 million are 5-9, 
16.7 million are 10-14, 13.2 million 
are 15-19, and 10.8 million are 
20-24. 

More than ever before, young 
people are dominating the popula- 
tion. And figures on births suggest 
that this rapid growth trend is go- 
ing to continue indefinitely. 


Women outnumber men 


You can expect 97.1 male custom- 
ers for every 100 female customers, 
nationwide. The U. S. Census Bu- 
reau says there’ll probably be more 
women than men in the U. S. for 
a long time to come. 

Areas where women far. outnum- 
ber men: Washington, D. C. (only 
88.3 males to every 100 females), 
and the Middle Atlantic states 
(94.5 males to every 100 females). 

In the Mountain States, it’s the 
other way around: 101.2 men for 
every 100 women. 

Alaska has the largest propor- 
tion of males—132.3 for every 100 
women. 

On the Pacific Coast, there are 
equal numbers of men and women. 





MR. NEOLITE SAYS: 
CHALLENGERS COME 
AND CHALLENGERS GO... 
BUT AFTER 17 YEARS, 
NEOLITE IS STILL 
THE CHAMP! 
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(] NEOLITE was first introduced 17 years ago. Almost at once 
its amazing quality made it the most famous and most wanted 
brand in its field. But that, by itself, is only history. What is 
important to you now is that NEOLITE is still America’s most 
dependable brand, still the best known and still the most 
popular name in the industry. 

CL) The continuing vitality of NEOLITE leadership is the result of 
continuing scientific research in the world-famous Goodyear laboratories 
. . . of constant improvement in NEOLITE quality to keep pace with the 
advances of science .. . of aggressive attention to changes and develop- 
ments in shoe styles and the marketing needs of manufacturers. 

CL] So, today’s NEOLITE offers you everything you need to make your shoes 
more salable than ever: dependability, unsurpassed quality and value, a 
tremendously wide variety of products for every type of men’s, women’s 
and children’s shoes . . . plus the unmatched sales magic of a shoe product 
name that, despite all attempts at imitation or substitution, is still far 
and away the most renowned in America. 

() Are you missing the sales stimulation NEOLITE can add to your lines? 
Check the facts. Call your Goodyear Representative, or write to: Shoe 
Products Division, The Goodyear Tire & Rubber Company, Akron, Ohio. 


() NEOLITE puts shoes steps ahead ... in every walk of life! There’s a 
famous top-quality NEOLITE product that’s best for every type and style 
of shoe—every style from women’s dainty triple-needle shoes to boys’, 
girls’, children’s and misses’ shoes . .. men’s and women’s casual and 
sport shoes .. . rugged work shoes. 

C) Powerful national advertising keeps stepping up the popularity of 
NEOLITE! NEOLITE is the most persistently, most heavily advertised 
brand name in the shoe-products industry. The fame and sales-building 
power of NEOLITE is kept vigorously alive by advertising in big-circulation 
national magazines—Saturday Evening Post, Life, McCall’s, Sports Illus- 
trated, Boys’ Life, and on the national network Goodyear TV program 
‘Pete and Gladys.” 


Lots of good things come from Qe: FY FA 


NEOLITE, AN ELASTOMER-RESIN BLEND, T.M.—T AR TIRE & RUBBER COMPANY, AKRON, OHIO 





‘THE QUALITY LEATHER 


New...for resort 
and spring ’62 


@ 


LEATHER co. GIRARD, OHIO 
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DATES 


Major markets . . . 


Allied Shoe Products Show, Satine Same 
Mn New York Trade Show Bidg., New 
June 17-20 
Pn ‘Fabric Show, Spring-Summer 1962, Na- 
tional Shoe Fabric Assn., Hotel New 
Yorker, New York June 17-20 
Leather Show, Spring-Summer 1962, Tanners’ 
Council of America, Statler Hilton Hotel, 
New York June 18-2! 
National Shoe Fair, National Shoe Manu- 
facturers Assn. and National Shoe Re- 
tailers Assn., Fontainebleau, Barcelona, 
Saxony, Sorrento and Montmartre Hotels, 
DER NO. CDs Ssccice s coxaks'couan Sept. 24-27 
Shoe Shoe of America (formerly Popular 
Price Shoe Show of America), National 
Assn. of Shoe Chain Stores and New Eng- 
land Shoe and Leather Assn., Hotels New 
Yorker and Sheraton-Atlantic, New York 





Nov. 5-9 

Allied Shoe Products Show, Fall-Winter 1962, 
New York Trade Show Bidg., New bi > a 
ec. 2- 


. » « and keep in mind 


Marketing and Distribution Management 
Meeting (formerly Merchandising Clinic), 
National Shoe ga Assn., Stat- 
ler Hilton Hotel, New York June 16-17 

Philadelphia Wholesale Shoe Mart, Sum- 
mer-Fall showing, members’ showrooms, 
Philadelphia June 25-27 

New York Shoe Wholesalers' Assn., Fall 
Shoe Show, members’ showrooms, New 
York City 

Michigan Shoe Travelers Club, Shoe Fair 
Caravan, Statler Hilton Hotel, Detroit 

July 9-11 

Designer Shoe Guild, Advance Spring Open- 

ings, members' showrooms, New York 
Week of Aug. 7 

Market Research Institute, National Shoe 
Manufacturers Assn., Hotel Seville, Miami 
Beach, Fla. S 

Canadian Shoe and Leather Fair, 

Leather Council. of Canada, 
Mt. Royal Hotel, Montreal ic 

Midwest Shoe Travelers’ Assn., Spring Shoe | 
Show, Palmer House, Chicago ct 

Dallas Spring Shoe Fair, ledeeandont spon- 
sorship, Dallas Trade Mart, Dallas....Oct. 1-4 

Ohio Shoe Travelers Club, Sprin Shoe 
Fair, Deshler Hilton Hotel, Columbus, O 

ict, 8-10 

West Coast Shoe Travelers’ Associates, 
i Shoe Show, Alexandria, Biltmore 

and Sheraton West Hotels, Los Angeles 

Oct. 8-11 

Pacific Northwest Shoe Travelers, Seattle 
Spring Shoe Fair, Olympic and New 
Washington Hotels, Seattle . 15-17 

Southeastern Shoe Travelers, Inc., Spring 
hoe Show, Dinkler Plaza, Henry Grady, 
Piedmont and Deachiren-en-Penchives 
Hotels, Atlanta Oct. 15-18 

Mountain States Shoe Travelers 
chi] Shoe Market, Albany 


Chiceee Shoe Show, National Shoe bes: 
facturers Assn. and National Shoe Re- 
tailers Assn., Palmer House and Conrad 
Hilton Hotels, Chicago Oct. 22-25 

Southwestern Shoe Travelers Assn., Inc., 
Spring Shoe Fair, Adolphus, Baker and 
Statler Hilton Hotels, Dallas ...Oct. 29-Nov. | 

Dallas Spring Shoe Fair (repeat showing), 
independent sponsorship, Dallas Trade 
Mart, Dallas Oct. 29-Nov. | 

Boston Shoe Travelers’ Assn. Pn “Shoe 
Show, Parker House, Boston....Oct. 29-Nov. | 

Pennsylvania Shoe Travelers’ ‘Assn., Inc., 
Spring Shoe Show, Hotels Penn Sheraton 
and Carlton House, Pittsburgh. Oct. 29-Nov. | 

Indiana Shoe Travelers’ Assn., Inc., Spring 
Shoe Fair, Claypool Hotel, Indianapolis, 
Ind. Nov. 5 

North American Fa Management Con- 
ference and Shoe Machinery Show, Na- 
tional Shoe Manufacturers Assn. and 
Shoe Manufacturers’ Assn. of Canada, 
Netherland Hilton Hotel, Cincinnati 

May 17-20, 1962 


Foreign .. . 


Semaine Internationale du Cuir (Interna- 
tional Leather Week), Parc des Exposi- 
tions, Porte de Versailles, Paris, —_— 013 

Italian Shoe Week, Vigevane, Italy . Sept. 17-25 
mple Shoe Show, Dusseldorf, Germany, - 

ct. I- 

Shoes for Spring Exhibition, Footwear Man- 
ufacturers' Federation, Mt. Royal Hotel. 
London Oc 


Juno 15, 1961 























The GLENMORE 


3562—Genuine | 
Horween *s Wine 
Cordovan with 
Full Leather 
Linings- 


1562—Same in 
Black. 





THE PROUDEST NAME IN SHOES 


Simply the world’s greatest Cordovan shoes . . . 
at least that’s what people who wear them 
think. Maybe you should try them! 


Write for details of the 


WALK-OVER and KEITH HIGHLANDER 
Franchise Plan. 


GEO. E. KEITH COMPANY 


Brockton 63, Mass. 











TISALES REPORT ON 
even — 


pom 








LIVING“ 

~ | 
LIVING=:;LEATHERISHOES 
“ 


Millions of consumers will see startling evidence of amazing Living Leather 


in America’s leading consumer magazines: LIFE,GLAMOUR, MADEMOISELLE, 
SEVENTEEN, SPORTS ILLUSTRATED, ARGOSY, ESQUIRE, PLAYBOY! 


TV SPOTS in over 100 major marketing areas! Get the complete details from 
your Living Leather salesman or write: Living Leather, Endicott, New York. 
LIVING LEATHER, A DIVISION OF ENDICOTT JOHNSON, ENDICOTT, NEW YORK 


*We must confess — just one pair of Living Leather shoes was returned — but tor a defective sole 


LIVING "=" LEATHER SHOES 


Stay new looking 500% longer 
and amazing Living Leather is 
natural leather — it breathes. 
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She's a pretty lucky shoe. She must be pushing five, but you can never tell by looking at her skin. She has the smoothest, the most 
flexible leather that ever walked a pavement. Plenty of bounce, too, even after a long day.Her friends are.downright jealous. Not one of them looks 
as young (and stays as shapely) as she does. Give your shoes the inner secret that insures their beauty for life. Then you, too, can proudly say 


PELLON There's PELLON 


Snap-Back 


wwwme-| PELLON | == 
Inbide 














Supreme Comfort Silky Smoothness 
in Uppers 


in Uppers 


























Pelion innersoles are lightweight and soft, giving shoes the ultimate in luxurious softness. The high flexibility of Pellon innersoles also achieve self-smoothing qualities and perfect comfort. 


PELLON CORPORATION, Empire State Bidg. New York 1, N.Y. / Shoe Sales Division: IRVING J. FIFE & CO. 432 Park Ave. South, New York 16, N.Y. / @rciom 1 re scosreece rexnemann oF THE PELLON cOnP. 
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EDITORIAL 


by JOHN REILLY 


A staggering burden for industry 


A recent issue of the National Shoe Manufacturers 
Association News Bulletin paints a sorry picture of 
shoe manufacturers’ profit margins. The Bulletin 
points out that the present profit squeeze “is particu- 
larly serious to the shoe industry at a time when 
manufacturers need to modernize plant and equip- 
ment to increase efficiency.” 

This squeeze, which should speed up moderniza- 
tion and plant efficiency to achieve lower costs, will, 
the Bulletin says, “force a postponement of these 
plans because of lack of capital.” 


A bad showing 


In 1950, 663 shoe manufacturers reported net prof- 
its after taxes of $60 million. In 1958, the last year 
for which figures are available, 697 shoe manufac- 
turers reported net profit after taxes of only $49 
million. Factory sales in ’58 were $300 million more 
than they were in 1950. The Bulletin notes that this 
was a particularly bad showing when compared with 
industry generally. Total corporate profits were $22.5 
billion in 1960, practically unchanged from 1950. 

All American industry has been plagued with a 
serious problem for a quarter of a century or more. 
The NSMA Bulletin figures indicate that this prob- 
lem is a particularly critical one for the shoe indus- 
try. It is the inability of industry to replace worn 
out and technologically obsolete equipment because 
of lack of capital. Realistic allowances for deprecia- 
tion and other tax relief would go a long way to 
solving this problem for industry. 

The Committee for Constitutional Government esti- 
mates that upwards of $100 billion worth of Amer- 
ican plants and equipment are obsolete. Because 
they fail to take into consideration obsolescence and 
inflation, our present depreciation allowances are 
falling short by $8 to $10 billion a year of meeting 
the actual needs of industry to replace outmoded 
plants and equipment, the Committee estimates. 

President Kennedy and his four predecessors have 
favored liberalizing depreciation allowances. The 
President is on record with the statement: ‘“Obsoles- 
cence is slowing down our growth, handicapping our 
productivity and worsening our competitive position 
abroad.... We must start now to provide additional 
stimulus to the modernization of America’s indus- 
trial plant... .” 

“It should be possible,” the President says, “to 
reform the tax system to stimulate economic growth, 
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without reducing revenues and without violating 
the basic principles of fairness in taxation.” 

The leadership in Washington, Democratic and 
Republican, liberal and conservative, through sev- 
eral administrations, has favored broad, basic revi- 
sions of depreciation tax allowances. In 1960 the 
Treasury Department conducted an extensive survey 
among large and small businessmen and found over- 
whelming agreement that tax reform was not only 
necessary but should be forthcoming without delay. 

Liberalized depreciation creates additional tax 
revenue because it enables industry to buy new 
plants, expand existing ones and to install modern 
equipment. All of these create more income, which 
in turn produces a broader tax base. Exactly this 
happened following the liberalization of depreciation 
allowances in 1954. 

Plant modernization and expansion create new job 
opportunities as well. This means more tax revenue 
and is most important at a time when the work force 
is increasing at the rate of 1.3 million a year. 

More than thirty bills designed to liberalize depre- 
ciation tax allowances are before Congress now. All 
would provide relief for industry in varying degrees. 
All have strong support among Democratic or Re- 
publican members. Some have bi-partisan support. 


The urgency of the need 


With such strong support in Congress, some form 
of sound basic tax allowance bill should pass this 
session. But this legislation will pass only if Con- 
gress fully recognizes the seriousness of the situa- 
tion and the urgency of the need to improve American 
productivity if we are to remain competitive in in- 
ternational trade and if we are to restore profit mar- 
gins to normal healthy levels at home. 

Committees of both branches of Congress have 
taken voluminous testimony which points directly to 
this urgency. The only concentrated opposition has 
come from leaders of the AFL-CIO. 

Any attempt to require further study of the survey 
made by the Treasury in 1960 would be nothing more 
than a bureaucratic device to delay action on this 
legislation. Such a delaying action would require 
American industry to carry, for another year at 
least, a staggering burden which one day must be 
removed from its shoulders. 
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Advertising mats 

Congratulations on Mr. Fried- 
man’s article “What’s Wrong With 
Advertising Mats?” (May 15, P. 
50). I’m sure he voices the opinion 
of many retailers including myself. 
I sincerely hope that every shoe 
manufacturer reads this article 
and does something about it. 

This is an area where the manu- 
facturer really lets down the re- 
tailer. As Mr. Friedman pointed 
out most manufacturers’ mats 
“aren’t worth the powder to blow 
them up” and are just thrown 
away. Still the manufacturer is 
paying good money for them. In 
my opinion those manufacturers 
who read this article and do some- 
thing about it, can help the retail- 
er tremendously and probably re- 
duce their costs of doing so at the 
same time. 

Most advertising agencies treat 
retail mats like “step-children.” I 
agree with Mr. Friedman that they 
should start with the retail mats 
and work up to the national maga- 


zine ads. And most important of 
all they should have someone do it 
that knows something about retail- 
ing. 

Illustrations of the shoe that are 
“free” are essential, as they not 
only permit substitution of other 
patterns but they also allow the re- 
tailer to use the shoe cut in a gen- 
eral store ad that is tied in with 
other departments. Likewise every 
manufacturer should have its ad- 
vertising agency available to do 
custom made ads or layouts for 
new accounts, special events, etc. 

However, I have to disagree with 
Mr. Friedman on two points. I 
don’t feel that every ad should be 
expected to sell shoes today and 
tomorrow and that three weeks 
from now should be left to take 
care of itself. Certainly we want 
as many customers as possible to 
come in today and tomorrow to buy 
the shoes advertised but we also 
want them to think about us as the 
place to go when they get ready to 
buy their shoes in the future. Ex- 
cept for promotional and sale items 
I feel that ads should have an in- 
stitutional tinge that will benefit 
us in the days to come. Likewise 


I don’t agree that the mat service 
should contain so many small ads. 
I prefer to make more of an impact 
by running fewer ads of a larger 
size than by running a number of 
smaller ads, most of which are lost 
in the newspaper. It’s the impact 
that counts. We have a number of 
smaller departments doing less 
than $100,000 annually and we fol- 
low that policy in them as well as 
in our larger units. 

JAMES H. JONES, PRES. 

MIDLAND SHOE CO. 
ST. LOUIS, MO. 


More punch 

The new format of the BooT AND 
SHOE RECORDER carries a great deal 
more punch than heretofore. 

We sincerely trust that your 
magazine will have the important 
impact on the shoe and leather in- 
dustry hoped for by you and your 
associates. You are to be con- 
gratulated on an imaginative ef- 
fort to be of even greater service 
to the industry than in the past. 

LAIRD H. SIMONS, JR., PRES. 
WILLIAM AMER CO. 
PHILADELPHIA, PA. 


ew Higher Hi-Top 


Tingley’s NEW Hi-Top Closure Boot for little tots is 
available in 4 sizes to fit all little shoes 5 through 13. 
These boots — a full 8 inches high — fit snugly over 
snow pants to give full protection in snow and rain. 


in red, yellow, 


brown and black. 


ADVERTISED 
TINGLEY FOOTWEAR 


is continuously advertised in national 
magazines. You make more money 
with Tingleys because you fit more 
shoes better with 1% the inventory. 
There’s a Tingley Distributor near you. 


And they're ALL RUBBER—no plastic or other substitute 
material. Mothers love these new boots because even 


the smallest child can put them on and take them off 
without help. Tingleys s-t-r-e-t-c-h — grow with growing 
feet — are easily washed inside and out — dry quickly. 


post! 


parents 


FARM JOURNAL e FIELD & STREAM 


AND MANY FARM MAGAZINES 
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‘Leads them all 


It is a brand new RECORDER! We 
see trade-papers that cover fashion 
fields, both men’s and women’s, cos- 
metic and allied trades, to say noth- 
ing of hard goods journals. The 
new RECORDER leads them all in 
every respect. 

You will have many congratula- 
tory letters on these first issues and 
I am sure those to come will evoke 
more praise. Best of all, however, 
is the giant step this changeover 
signifies toward making the RE- 
CORDER the trade reference journal. 
Not only will you have discussions 
over the controversial features 
which well-edited trade papers 
must create but you will have con- 
versations throughout the industry 
that this and that was in the RE- 
CORDER. 

HARRY B. TOVE 
TOVE ADVERTISING 
NEW YORK, N. Y. 


Tremendously impressive 

Most enthusiastically I want to 
say that the new format of the RE- 
CORDER is tremendously impressive. 
Among the many attractive fea- 
tures I think I value most highly 


the articles pertaining generally to 
educating the retailer with facts 
which enable him and his sales- 
people to have a broader concept 
of the fine profession of selling and 
distributing footwear at retail. 

WARREN S. LANE 

VICE PRESIDENT-SALES 

THE STETSON SHOE CO. 
SOUTH WEYMOUTH, MASS. 


Positively terrific 

Your new format for BOOT AND 
SHOE RECORDER is positively ter- 
rific! You can be proud of this ac- 
complishment. 

I have always been a strong sup- 
porter of business publications— 
and will continue to be so. How- 
ever, I wish others in the publish- 
ing field would make their period- 
icals as vibrant—as newsworthy— 
and—as interesting—as you have 
made the RECORDER. 

ROBERT F. TIMM, V. P. 
THE CRAMER-KRASSELT CO. 
MILWAUKEE, WISC. 


Congratulations 

Please accept my congratulations 
on your new RECORDER. It caught 
my eye and held my interest from 








Children’s Closy; 


LOOM MOM, Dip 1T MYSELF! 
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cover to cover. After reading the 
BooT AND SHOE RECORDER for 
twenty years I now look forward to 


enjoying it and learning from it 
even more. I am pleased with your 
new theme “The Industry Merchan- 
dise Guide.” 

HAROLD J. BERGER 


BOSTON SHOE STORES 


PHOENIXVILLE, PA. 


Merchandising guide 


I can’t tel! you how much I have 
enjoyed this last issue of “The mer- 
chandising guide of the industry.” 
The thoughts of Mr. Terhune, Mr. 
Reilly and Mr. Rossi have been read 
and re-read, as there is so much 


meat in them. The whole issue is 


just marvellous and I know you will 
keep it up and everyone in this 
wonderful industry will be looking 
forward to each issue. 
ARTHUR W. BEESON, 
REPRESENTATIVE 


THE STRIDE RITE SHOE 


EAST LANSING, MICH. 
(MORE LETTERS ON PAGE 51) 
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TINGLEY 


RUBBER CORPORATION 


Rahway, New Jersey e Est. 1896 





Automatic Leveling 
with Fingertip Control 


Fingertip adjustment at eye level, finger- 
tip starting, and automatic ejection of low 
quarter shoes make the Siaffad, Automatic 
Leveling Machine a “‘natural’’ for higher pro- 
duction, easier operation and high quality. 

Powerful hydraulic action of jacks and 
leveling rolls combines with automatic 
length measuring mechanism to ensure bot- 
tom character which is always a faithful 
reproduction of the last from shoe to shoe 
regardless of size. 

For the very best in leveling investigate 
the Mamed. Automatic Leveling Machine — 
Model A. 





UNITED SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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— sponsors the new 


‘ee 


squared look...in Mac, 


a graceful pump 


ingeniously styled to set 
the pace in the new trend. 
Unlined, it has a 14/8 


stacked leather heel. In 


Heebschmans (Uf 


#1076 Fudge; trimmed in Black; 
available also in #1000 Black, and in Hubschman 
colour combinations...by Brauer Bros. Shoe Co. 


St. Louis 8, Missouri 


=. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23, PA. ¢ FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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NAT KATZ, President 
Postur-Line Shoes 


Cedarhurst, L.I., N.Y. 
Great Neck, L.L., N.Y. 
Levittown, L.I., N.Y. 
Merrick, L.I., N.Y. 
Plainview, L.I., N.Y. 


Rockville Center, L.I., N.Y. 


Smithtown, L.I., N.Y. 


Ask Nat Katz of Postur-Line Shoes, one of 
Wellco’s 7,892 dealers. Some of his customers 
are mansion dwellers, but the majority are in 
the solid middle-income group who insist on 


VALUE for their money. 


That’s why Nat Katz regards Wellco as one 
of his major slipper resources. He knows from 


long experience that Wellco Foamtread brand 


You always get VOLUME with 


Slippers are just made for this volume market. 
He knows that Wellcos have plenty of eye 
appeal, have a built-in world of comfort and 
long wear, are priced to sell at the price most 


people want to pay. 


Result: Postur-Line does a nice, steady, 
year-round volume on Wellcos. At a nice, 


steady, year-’round profit, too. 





advertised in 











Foamtread’ Slippers 


In Canada, Foamtread Slippers are made exclusively by Kaufman Rubber Co., Kitchener, Ont. 


©1961 WELLCO SHOE CORPORATION, WAYNESVILLE, N.C. 
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_ FORWARD 
THRUST 








FORWARD 








Medwed Footwear, Inc., has 13 Model D machines, producing increased volume of casuals, flatties and sport shoes. 


“Better than Possible Performance” 








MODEL D FEATURES 


@ Rotary type shuttle. : 

@ 50% greater bobbin capacity, fewer 
bobbin changes. You can wind your 
own bobbins and use less expensive 
thread — and less of it. 


@ You get a perfect, uniform stitch _ 
every time, regardless of variations in 


work thickness... every seam is tight, 


and there’s no empty last 
needie hole... 


@ Smooth and effortless treadle action. 
@ Automatic thread cutting. 








.--with the G/C Sole Stitching Machine Model D 

Medwed Footwear, Inc., of Skowhegan, Me., recently returned 
1 of 14 Model D Sole Stitching Machines ordered to replace 
earlier models. Why? Because in less than six months they proved 
that 13 Model D’s could produce what careful forecasts said 
would require 14 machines. 

‘**That’s 7% better than we thought possible,”’ says Stanley B. 
Cohen, Vice-President of Medwed. ‘‘The Model D’s are much 
faster and big bobbins give us longer runs — plus a bonus 
in less thread waste.”’ 

For fast, uniform off-the-last sole stitching, the Model D is the 
ultimate in performance. Check the features listed, and see why 
Medwed, like manufacturers everywhere, choose the USMC 
Sole Stitching Machine Model D to step-up both 
performance and profits. 

Your United representative can show you how you can improve 
production performance with the USMC Sole Stitching 
Machine Model D. 


aAplied. 
UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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VINER BROS., INC., BANGOR, MAINE 
Shoe Craftsmen Since 1905 


ther heels, in a new variety of heights, _ 

nting the beauty of Viner styling, the 

t Viner Guildcrafted® workmanship, De- 

<4 volume sales in the great $6.95+$9.95 

middie die morket . . . and In-Stock for prompt delivery. 
Writer ot st catalog today. 


FOOTWEAR 
young and gay 





f 


NURON-CREPE VINALON 


VELVA- FLEX 


GUM -TRED SPIRAL 


AMBIRCO FLUTED 


NYLON \CORD NEOPRENE 


SURESTEP NEOPRENE SAF-T-STEP NEOPRENE CORK 





CONTINENTAL DESIGN 


NURON-CREPE WAVE .DESIGN 
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HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 
CHELSEA 50, MASS. 

Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 

In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que 








PUBLISHER'S 
COLUMN 





The first step 


—Taking a long, hard look at the Alderson Associates 
report and recommendations, the NSMA, NSRA, 
NASCS, NESLA have made a realistic move in the 
national shoe show situation. 


—As approved by the Board of Directors of the par- 
ticipating associations, the recommendations call for 
a National Spring Show, preferably in New York, 
shortly after Easter. A Fall Show in September or 
early October, to be held either in Miami Beach or 
Chicago. And the third, a national shoe show for 
the volume trade to be held in New York some time 
early in November. 

—yYou have to crawl before you walk. Therefore, we 
feel the associations are heading in the right direc- 
tion. When they reduce the number of shoe shows, 
they ease the financial “bite.” They take some of the 
burden off the manufacturers and the retailers. 
—Now, perhaps, is a time for consideration of the 
next step. 

—Think about it! April in Miami can be just as 
beautiful as April in Paris . . . and much less expen- 
sive! As a show site for the Spring Show, shortly 
after Easter, Miami would be ideal. The years when 
Easter comes in March, so much the better! Hotel 
rooms and rates in Miami during the off-season months 
of April or March are just as attractive as they are 
in September; and the weather is even more beau- 
tiful. 

—Then, as a natural follow through, the Fall Show 
in September (or early October) could be very suc- 
cessful either in New York or Chicago. 

—Think about it. Doesn’t it seem logical, practical 
and worth considering? Action to effect the Spring 
Show in Miami next April should get under way now. 
Let’s go! 


é. Be Vetbune, Sh 
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YOUNGSTERS NEVER OUTGROW 
THEIR LIKING FOR THE 


SNUGGER 


JUMPING "JACKS" 
SNUGGER 2448.00 


B ol 
SNUGGER aysazacco. 


The elastic leather top holds it 
firmly on the foot with no slip... 
no slide. A natural for active 
youngsters ...and the choice of 
style minded youths and young 
men who've seen the Bristol 
Snugger advertised in 


SPORTS ILLUSTRATED 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 














children... 


ELASTOE 50x Tozs 


ELASTOE is our new super-resilient box toe that really holds the shape of your lasts from the 
fine lines of a needle point to the rugged-bouncing dome of a child’s shoe. 


ELASTOE lends firm side walls to a man’s shoe yet presents a toe crown that will rebound 
endlessly. 


Easy to skive, easy to apply, easy to last, ELASTOE allows you to pull your lasts in hours. 


ELASTOE could only have been created by the experience, imagination and skill that is 
Beckwith-Arden — the world’s leading manufacturer of box toes. 


Baber / Ahaler.- 


SHOE PRODUCTS THAT LAST ...SINCE 1904 


203 Arlington Street + Watertown, Massachusetts 


SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwoukee 

Victory Plostics Co., Hudson, Moss. + Safety Box Toe Company, Boston, Mass. 
The Geo. A. Springmeier Co., Cincinnati, Ohio « 

T. Wingfield, Ltd., Auckland, New Zealand 


+ Beckwith Box Toe, Limited, Sherbrooke, P. Q., Canada 
« AGENTS: Wright-Guhmon Co., St. Louis, Missouri + Dellinger Sales Co., Reading, Pa. 
Factory Supplies, Inc., Milwaukee, Wis. + Moore & Giles, Lynchburg, Va. 


A. Mushin & Miller Pty. Ltd., Melbourne, Austrolio Ramil & Co., Boston, Mass., for Lotin America and South Africa 
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THROUCH FACTORING 
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INVESTMENT FOR THE FUTURE 


ISELIN-JEFFERSON FINANCIAL " 
OFFERS YOU THIS “FACTORING PORTFOLIO” 


© ADEQUATE WORKING CAPITAL to meet 


current requirements and growth potential. 


e STOP LOSS ON COLLECTIONS with ail 


credit risks assumed by us 


® EXTRA DIVIDEND ... more time for your 


planning and sales — ‘’Time Is Money”. 


ISELIN-JEFFERSON FINANCIAL 
COMPANY, INC. 


111: WEST. 40th ST., NEW. YORK 18, N.Y. 








GENUINE 


SHELL 
CORDOVAN 


CORDOVAN is not necessarily a color. It is made in various 
shades of brown and cherry, as well as the conventional Cor- 


is tanned from deven dele ‘end Mack. 


GOOD SHELL CORDOVAN must be soft and mellow, not 


the butt of a only for comfort but also to provide the air-breathing quality 
so essential to good footwear. 


HORWEEN LEATHER COMPANY is the pioneer producer 
of Shell Cordovan in this country. Three generations of Hor- 
weens have been tanning this leather for more than half a 


from Cowhide century and have preserved the ancient craftsman's art— 


with a slow, pure vegetable tannage and with hand currying. 


horse . . . never 


The result is a leather of superior mellowness and durability, 
high water resistance, unbelievable smoothness, air-breathing 
comfort, and deep aniline beauty that actually improves with 
age. 


HORWEEN LEATHER COMPANY 


2015 ELSTON AVENUE, CHICAGO 14, ILLINOIS 


Kaye Barnes, Inc., 93 South Street, Boston |1, Mass. 
Sales Agents: 


Hermann Loewenstein, Inc., 26 Ferry Street, New York 38, New York 
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the 
STETSONTTPES ? 


They’re absolutely top level ...in income, education, sophistication... and 
appreciation of fine quality. They share all these characteristics ames lasisale get 
plus an enthusiasm for the NEW YORKER ... where they read nothing but 
good things about Stetson Shoes...every other week! They’re STETSONITES! 


A STETSONITE IS A CONNOISSEUR 


FOR HIM Stetson fashions shoes of impeccable taste. He likes 
Stetson’s luxury leathers ...including genuine lizard and alligator 

... Stetson’s mastery of detail... and 

authenticity of style, whose origin 

is world wide...as for 

example, the two 


models illustrated. 


7607 » Black calf, side gore slip-on / 7319 « Snug top slip-on in black or brown, soft grain calf. 


THE STETSON SHOE COMPANY, INC., SOUTH WEYMOUTH 90, MASS. 
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Important points to remember about insole cushioning 


An insole cushion should be 
RESILIENT. . . Flexelon is! 


This thumb pressing into Armstrong Flexelon demon- 
strates resilience—one of the most important require- 
ments of an insole cushion in today’s lighter, more 
comfortable shoes. Try the thumb test with Flexelon. It’s 
soft yet springy. That’s what provides true insole comfort 
—not just ‘soft comfort’’ but ‘‘strong comfort’’—under- 
foot. Flexelon’s blend of soft foamed rubber and strong 
cellulose fiber supports the foot as it cushions—keeps it 
from hitting bottom. 

Today’s lightweight shoes require insoles with built-in 
flexibility, too. Flexelon has it! Simply wrap a piece around 


a pencil. It won't crack or wrinkle. Release it and Flexelon 
quickly springs back into shape. 

Today's shoes require an insole that is light. Flexelon is 
. . . just half as much as cork-and-rubber materials. 

Today’s insole cushion must be porous. Flexelon is... 
thousands of tiny pores allow air to circulate freely, giving 
air-conditioned foot comfort—keeping it cool and dry, too! 

Today’s shoes require an insole cushion which is all 
these things. Flexelon is . . . just let us prove it to you. 
Write us today, Armstrong Cork Company, 7806 Dela- 
ware Avenue, for a FREE sample. 


(Armstrong FLEXELON 


--. the newest idea in insole cushioning 
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INSIDE SHOE BUSINESS 


by BILL ROSSI 


Discounters: judgment day ahead 


The spread of discount operations throughout shoe 
business has become a contagion. Some ebullient shoe- 
men are calling it the wave of the future. Other shoe- 
men are calling it the curse of the present and future. 
Whatever you prefer to call it, it’s here to stay. 

But worried shoemen—manufacturers and retailers 
alike—are asking the same anxious questions. How 
far is discounting going to expand? How deep will its 
inroads go into “regular” shoe business? What will 
be its mounting effects on shoe distribution? 

So, let’s take a frigid-eye look at this “trend.” 

First, we foresee a “judgment day” ahead for dis- 
count shoe operations. This certainly doesn’t mean 
the demise of the discount store. It’s here to stay. 
But its present orgy of feast and festival must and 
will reach a point of glut. Then will start the mass 
regurgitation and days of remorse for many who 
earlier fell easy prey to all its carnal temptations. 

There is a limit to the “mass market” which is at- 
tracted to the discount store and discount-priced mer- 
chandise. This limit still has some distance to go. 
Hence the rapidity of growth of discount stores—and 
the illusion that this is the limitless “wave of, ithe fu- 
ture” in retailing. 

But, inevitably, the number and. variety af ‘Qietount 
stores will at some point reach a saturation level. 
There will be more discount operations than there is 
a market to profitably serve.or patronize these stores. 

And here the ruthless law of the economic jungle 
can be expected to take over. 


The need for volume 


Because the discounter operates with low margin, 
he is vitally dependent upon volume traffic and sales 
to*‘make a profit. However, when there are more dis- 
count stores than there is market to serve, the average 
traffic and volume per discount store must inevitably 
thin out. This now becomes the first real threat to 
survival, to profitable operation. 

The battle will now be for traffic—the life-line so 
vital to volume to bring a profit at low margins. The 
prime weapon in this battle will be prices. Now 
comes the tragic irony. The discounter, already oper- 
ating on thinnest margins, has.no fat to trim off in 
the price war. If he trims, it must now come off flesh 
and bone—in short, off profit. And now blood: shows. 

The huge discount operations will be able to survive 
this death battle by sheer weight of power and re- 
sources. The squeeze—more aptly a bear hug—will 
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wrap around the smaller discounter. He will have no 
way to go but out. 

And this is where and when the great levelling proc- 
ess will take place. Discounting will then find its 
natural plateau. It’s conceivable that the plateau 
will even fall as large blocks of consumers become 
disenchanted with the discount appeals and the bloom 
of novelty and questionable “bargains” wears off. © 


Not a note of doom for discounting 


Let none of this be misunderstood. This is no pre- 
dicted note of doom for discounting. This type of 
operation will have dug its deep wedge into retailing 
and will hold its own. But the significant point is that 
discounting is not going to assume any dominant role 
in retailing. Prominent, yes. But never dominant. 

And why? Because the economic philosophy of dis- 
count operation runs counter to upgraded standards 
of living—an economic and social force which char- 
acterizes the American society. 

There. is good likelihood that discounters will even- 
tually resort to upgrading of merchandising to expand 
their mass appeal—and also to introduce some services. 
Such enterprises. would then lose their discount stand- 


‘ing. They’d assume a sort of mongrel classification, 


filling a slot somewhere between the “regular” store 
and the discounter, half horse and half zebra. 
In all this we see no pessimism for the branded 


_ lines sold at regular prices. After the shake-out is 


over, we foresee the branded lines emerging stronger 
than ever—provided they stick by their principles and 
concentrate hard on promoting their own assets. 

The real tragedies will lie with the retailers who 
mistake: gilt for gold in the current discount trend; 
who impulsively move toward discount, or try half 
discount and half regular and thereby lose or confuse 
their identity with customers: Or those who attempt 
to adopt the tactics and methods of discounters at the 
sacrifice of their own potential*assets as a regular or 
service store. 

Discount operations have earned and won a sub- 
stantial place for themselves in the distribution pat- 
tern. But shoes, in the public mind, are different, 
something special. We don’t think the mass of con- 
sumers wants to see shoes quality-downgraded and 
service-downgraded or even price-downgraded. If so, 
then our long-held concept of a steadily rising stand- 
ard of living as an innate part of the American econ- 
omy will prove a fallacy and farce. 





Little lntkecl children’s shoes 
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YANKEE SHOEMAKERS, INC. + A division of the Sam Smith Shoe Corporation +» Newmarket + NH. 
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explode some old wives’ tales about shoe fit 


Ninety-nine percent of all feet are perfect at birth, but 80% have 
developed troubles by the age of 20! The medical profession blames 
improperly fitted shoes. Yet the only test most parents apply to children’s 
shoes is to pinch the toes to see if there’s ‘grow room”. They have vague 
fears about “fallen arches” (Actually, there’s no such thing!) and simi- 
lar old wives’ tales. 


Unfortunately, many shoe retailers are not much better informed! 


That’s why Little Yankee dealers are so enthused about the American 
Shoe Fitting Institute, anon-profit subsidiary of Yankee Shoemakers, Inc. 
The American Shoe Fitting Institute offers a comprehensive course in 
Foot Anatomy, Medical Referrals and Proper Shoe Fitting Techniques. 
Graduate dealers know the facts and this knowledge impresses both 
customers and dectors. Simply the A.S.F.I. symbol, displayed by Little 
Yankee dealers, has brought in new and intelligent customers who realize, 
through recent national magazine and newspaper articles, how vital 
shoe fit is to foot health. Doctors in many areas are beginning to recom- 
mend American, Shoe Fitting Institute dealers to fit special shoes. 


The American Shoe Fitting Institute, unique in the entire shoe industry, 
is just one of the many sales,merchandising and advertising services made 
available to Little Yankee dealers. 


These services are an important reason why Little Yankee is now the 
leader of the children’s shoe business. 


And, incidentally, Little Yankee’s new fall shoes are the best they 
have ever made! 


Ref 

Fitting Techniques. 
Graduates are 
authorized to display 
the symbol at the 

left — the most 
needed, confidence- 
inspiring symbol in 
shoe retailing today. 


To find out how your store can qualify, write to 
American Shoe Fitting Institute, Newmarket, N. H. 


THE AMERICAN SHOE FITTING INSTITUTE + Created By LITTLE YANKEE Te Serve The Shoe Retailer 


June 15, 1961 





Wer wwy wry verve 


new 


Ma 


For samples write: Cat's Paw Rubber Company, Incorporated, Baltimore 30, Maryland « In Canada: Cat's Paw-Holtite Rubber Company, Limited, Drummondville, Quebec 
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“In this day of brand awareness, 
retail store windows should have a 
double barrelled approach. The 
brand name, which the customer 
has come to know and respect, 
should be effectively displayed, and 
seasonal items should be ‘romanced’ 
by proper lighting,” says SAUL 
MASLOW, sales manager of the 
Dr. Posner Shoe Co. “The most im- 
portant shoe displays are those 
which appear in retail store win- 
dows,” he continued. “Proper and 
eye-catching point-of-sale displays 
sell merchandise, and windows that 
show shoes attractively, work for 
the retailer day and night. Even if 
a customer is not necessarily think- 
ing of buying shoes, an interesting 
and colorful window can spark an 
impulse and presto, a sale is born.” 


* * * 
Hundred years ago 


DENNIS HANKS, a cousin of 
Abraham Lincoln, in his story of 
“The Life of Lincoln,” gave a bit 
of insight into the footwear of the 
place and period: “Most of the time 
we went barefooted. Ever wear 
moccasins of buckskin? They 
wasn’t no pretection against wet. 
Birch bark uppers with hickory 
bark soles, strapped over socks of 
homespun wool, beat buckskin moc- 
casins for walking in rain or snow.” 

*% * * 


Importance of brands 

J. S. (JAKE) OSHMAN, presi- 
dent of Oshman’s Sporting Goods 
Company, Houston Texas, consid- 
ered one of the largest sporting 
goods stores in the southwest, re- 
cently received first prize, “Brand 
Name Retailer of the Year” in the 
sporting goods category. 
_ Accepting the plaque, Mr. Osh- 
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man said that at a conservative es- 
timate, 80 to 90 per cent of his 
advertising is devoted to brand 
names. “The buying public,’ he 
stated “has become increasingly 
brand conscious because it has 
learned from experience that a 
brand name is assurance of consist- 
ency in quality, performance, style 
and prestige. For this reason, too, 
repeat business is always peaked 
on brand name merchandise.” 


“Honesty, T. O.’s (customer turn- 
over) and adjustments are impor- 
tant factors in building a solid busi- 
ness,” says F. A. MEDFORD, man- 
ager of the Thom McAn store in 
Palms Center, Houston. He should 
know, for he has been a Thom McAn 
man for 24 years. “I believe in be- 
ing honest with customers, and if 
the shoe doesn’t fit, I will tell them 
so. People appreciate honesty. They 
will trust your judgment and come 
back. My customers of 25 years are 
now bringing their children in.” 
T. O. is a practice favored by Mr. 
Medford. ‘When a salesman feels 
he’s off on the wrong foot with a 
customer, he is schooled to call for 
help or turn the customer over to 
another salesperson. We find this 
will save many a sale, for too often 
a customer simply won’t like a 
salesman’s looks, his approach and 
the sale is killed before it starts.” 
* * * 

Exciting trends, shapes 

“Shoe sales have been off during 
the first half of the year,” says 
HAROLD GOLDBERG, president 
of the Evangeline Shoe Company 
of Manchester, N. H. “However, 


prospects appear brighter for the 
second half,” he continues. “Shoe 
factories should be busier, due to 
lower inventories at retail and the 
fact that fall fashions are ‘different 
and exciting.’ 

“We look forward to new trends 
in toe and heel shapes; and al- 
though black will hold its popular- 
ity, there will be more shoe colors 
than in the past.” 


* * * 


“Credit is the dynamic force that, 
more than anything else, provides 
the means by which the consumer 
can conveniently purchase’ the 
things he needs and desires, within 
his budget,” says R. D. SHAVER, 
secretary-controller of Madigan’s in 
Chicago. “Anyone who doubts the 
importance of the credit service we 
give to American customers,” he 
added, “has only to think about 
other countries where little or no 
credit exists. He will discover that 
despite their great industrial skills, 


other countries’ standards of living 
are very far behind the American 
way. Credit is the answer to a high 
standard of living. As consumer 
credit lags, so does the standard of 
living and the general prosperity 
of the people.” 


* * * 


“The most efficient way to produce 
goods is at high volume. To pro- 
duce lots of goods, you have to have 
lots of customers ... a national 
market. And the way you get a na- 
tional market is to bring your mes- 
sage directly to your prospective 
customer. The best way to do this 
is to sit face to face with the cus- 
tomer.” (“Better Living,” by du 
Pont de Nemours & Co.) 





here's a bonanza for price operators! 
BAMBO CASUALS WIN CUSTOMERS AND SATISFY THEM. 


Many of our accounts did not at first believe we could deliver shoes up 
to sample at such exceptionally low prices. The fact that we continue 
to ship case lots on re-orders ~ to these big and jumor depart- 
ment stores for 12 years ~£f—— proves that BAM BO Shoes 
are sensational values. ‘ Every pair of the 24% mil- 
lion we produce has a , \ worth-much-more look. 
BAMBO Shoes are take- \ offs of high-priced pat- 
terns; Goodyear-Stitched | and made over the newest, 
Continental and modified lasts. Edges are folded or 
French corded. Soles are long-wearing and flexible. 
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#5294. Buckled Loafer, concealed gore, in +5293. Perforated Wing Tip Loafer in smooth +5299. Loafer with cable-stitched braiding, 
smooth Black side leather. Continental last. Black side leather. Continental last. #5193: French corded. Smooth Black side leather. 
#5194: Antiqued Burnt Brown. Antiqued Burnt Brown. Comb. last. #5199: Antiqued Burnt Brown. 
Young Men’s 6-12 Young Men’s 6-12 Cost You......$3.20 Young Men’s 6-12 20 

; Cost Y 52. Big _ 3-6 Cost 52.70 Big “ad 3-6 52.70 
Little ’ 10-3 ; Little Gents’ 10-3 Cost 52.00 _Little Gents’ 812-3 52.00 

















VOLUME BUYER INQUIRIES INVITED. 
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SPRING SHAPE-UP FOR 1962 
these new toes W y) if \/ YY .., these 
new heels \ \ VY \ @-v.--- these new 


details ” ad ¥) W ...and 


-KIDSKINS 





Amalco Kidskins do the trick to turn new fashion shapes into best-selling 
_ designs for Spring ’62 . . . with striking patent, sueded and pearlized finishes 
. . . very new soft, smooth and grained textures—and Amalco classic tan- 


nages, of course. All in the exciting, fresh colors that are Amalco. 


DON’T MISS AMALCO SPRING COLLECTIONS AT REGIONAL SHOWINGS, AND THE LEATHER SHOW AT THE STATLER-HILTON 
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PROFILE by ESTELLE G. ANDERSON 





The on beat shop for off beat shoes 


Old people want comfort. 
Young ones want style. Others 
want to save money. Beatniks 
want the unusual. And they all 
converge ... at “Bloom’s Down 
in the Village.” Here, Milton 
Bloom, together with hig brother, 
Joseph, and his sister, Sadie, 
cater to the whims and vagaries 
of as diverse a clientele as one 

MILTON BLOOM could conceive. Whatever the 
customers’ shoe needs, they can always rely on Bloom’s 
to come through .. . anything from a whirling derv- 
ish’s slipper to a Navajo ceremonial squaw boot; from 
a Tuscan boot to an Hellenic sandal. 

Speaking of sandals, the “specialty of the house” 
is their BUFF-ALOHAS of genuine water buffalo 
hide, imported from India, tanned by natural vege- 
table process and then made into sandals that have 
% in. covered cork platforms and % in. wedges. 
True, these are the standby for the Beatniks, but, 
more importantly, they have been a boon to people 
who are allergic to chrome and other tannages. “We 
have some forty podiatrists in Manhattan,” says 
Milton Bloom, “and we are in direct contact with 
about two thousand dermatologists in the United 
States who recommend and send their patients to 
us for our water buffalo sandals and shoes.” 


Water buffalo sandals 

He practically stumbled onto the water buffalo 
“kick” about twenty years ago, when he was down- 
town at one of the factories and bought a token 
order of twelve pairs from a salesman who was 
carrying them as a sideline. When they were deliv- 
ered, he was reprimanded for his foolish investment. 
However, these were groundless qualms. The san- 
dals sold so quickly and successfully, Milton imme- 
diately went back to the factory and ordered more. 
He has been reordering ever since. 

It’s a fascinating business and doesn’t conform to 
any prescribed retailing or merchandising procedures. 
“We just buy and sell,” says Milton. “We buy good 
quality shoes. Sell at a lower mark-up; which makes 
the price more attractive. We don’t worry about com- 
petition. The majority of our customers have been 
coming to us for the past twenty-five or thirty years. 
Nowadays, you have to have a gimmick in order to 
stay in business, and ours is a gimmick store. We 
cater to unique folks who want the unusual in shoes. 
We do an excellent business with the Beatniks. They 
buy a lot of casuals, boots ... anything that is off 
beat, off color; and they have become very important 
to us. To keep up with this specialized clientele, we 
often detail our shoes directly with the factory. We 
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also carry imports from Italy, France, England and 
Spain.” 

Mail orders account for about one-third of the 
Blooms’ business; and of these, twenty-five per cent 
are from California, where customers seem to prefer 
sandals and opened up shoes. The balance come 
from the rest of the U. S. and abroad. There are 
some 18,000 names on the mailing list and mail or- 
ders are filled as soon as they are received. Each 
day, there is a trek to the post office with packages 
piled high and destined for faraway places. 


“Way out kicks” 

The requests are often in a patois or argot that is 
translatable only to the “hep.” For instance: “Like I 
dig your way out kicks; and would like very much to 
have a pair. My stomps are Size 9, medium width. 
Send them C.0.D. Thank you very largely.” Signed 
Mr. D., Operation Crash Crew. 

“We find from our experience,” says Milton, “that 
C.O.D.’s work out O.K. Out of a hundred lot that we 
ship, we may get three turn downs.” 

All this is a far cry from the shop that the senior 
Mr. Bloom opened in the Village in 1895. It was a 
poor neighborhood, mostly immigrants who couldn’t 
afford new shoes and therefore a good second hand 
shoe market. Milton’s father used to buy up factory 
accumulations of second hand shoes. Bring them 
back to the store, where three cobblers who worked 
for him would repair the shoes, clean them up and 
make them ready for sale. When Mr. Bloom died, in 
1931, the busines was left to Milton and his brother 
and sister. 

This was during the depression and the going was 
rough. But the three of them survived. They worked 
hard and were never afraid to take chances. The 
business moved ahead. From second hand to job 
lots, to regular merchandise. Today, they carry some 
of the best known brand name lines. They advertise 
them, modestly, in fashion media, and through their 
catalog, which is mailed each year to the entire list 
of customers. Editorial mention about the shop and 
the shoes appears quite frequently in such publica- 
tions as Esquire, Gentlemen’s Quarterly, Harper’s, 
Vogue. 

There aren’t too many landmarks left in Green- 
wich Village. However, Bloom’s Shoe Shop stays 
firmly entrenched . .. “the on beat shop for the off 
beat shoes.” A few old timers still play chess in 
Washington Square Park and the big event is still 
the annual art exhibit, “the world’s largest and most 
famous outdoor art show on the sidewalks of Green- 
wich Village, in and around Washington Square.” It 
is on right now ... May 26th through June 18th. 
“Come and see it,” say the Blooms, “and visit us at 
the same time.” 





ATLANTA 3, GEORGIA 

1195 Techwood Drive, N.W 
TR 4-4472 

BALTIMORE 18, MARYLAND 
2420 North Charies Street 
TU 9-1400 


CRIPPER' ZIPPERS 
FOR DURABILITY AND BETTER FIT! 


GRIPPER ZIPPERS have what's wanted. Whether in a side-opening boot (above) or a tro 
. opening boot requiring a zipper along the instep, GRIPPER ZIPPERS make possible st 

that hugs the ankle for the stylish fit that buyers demand. Nickel finished, these rippers 
rust; keep their sparkling appearance. They zip open quickly and easily. Pull tab wont t 

slider locks automatically. GRIPPER ZIPPERS come with a new 

with a special plasticized vinyl resin. When heat-sealed to the boot, t rape f 

bond iat lasts the life of the boot. Style and satisfaction i in sel stormwear 


CHICAGO 51, ILLINOIS DALLAS 7, TEXAS GREENSBORO. N.C. KANSAS CITY 8, MISSOURI WASHVILLE 3, TENNESSEE NEW YORK 17, NEWYORK  ROCHESTER6, NEWYORK = San Francisco 
4105 West Chicago Avenue 1516 Edison Street 1108 East Wendover Avenue 2906 Oak Street 1701 West End Avenue Chryster Building East 175 Dodge Street UN 1-2850 
NE 2-2300 Ri 1-6261 BR 2-6186 VA 1-2209 CH 2-2671 161 East 42nd Street GL 3-0194 

aK - WEST COAST reoreneted ,: 
CINCINNATI 15, OHIO FORT LAUDERDALE, FLORIDA JACKSON, MISSISSIPPI MINNEAPOLIS 16, MINN. (Hopkins) NEEDHAM 92, MASS. PHILADELPHIA 43, PENNA, A. B. Bord Co MA 2-6545 
10346 Evendale Drive 901 S.E. 4th Street Box 9847, Northside Station 16102 Temple Lane 1116 Great Ptaie Avenue 2536 South 59th Street it Portiand 
PR 1-8975 JA 2-6509 FL 2-8528 WE 8-8727 HI 4-3810 SA 6-5665 ¢ BE 5-6649 


EXPORT REPRESENTATIVE: International Brass and Copper Company, 75 West Street, New York 6, New York, WH 3-0965 
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BAREFOOT ORIGINALS 


JOYCE 


SANDLER 


COBBLER’S 


This spicy page 

will appear for 

Pigmillion 

Pigskin and for 

you this fall in 
Glamour-Charm and 

The New York Times 
Sunday Magazine. Be- 
sides the national advertis- 
ing, local support is yours, too 
...inacoordinated promotional 
program continuing month in 
and month out to keep selling 
for you month in sON 
and month out. WI ~ 

Turn the page Bit 

for more sea- 0: 

sonal facts Pe 


about plush we 
Pigmillion Pigskin. ™ 


MADEMOISELLE 





Spice fall sales with color-rich 
Pigmillion Pigskin. Where’s there’s 
color, there are customers .. . and 
shoes of Pigmillion Pigskin are color 


right through to the last. 19 chic fall 
deep-dyed colors that won’t scratch 
or scuff away. A mere brushing 
keeps the shoes looking new... 
and keeps the customer happy. 


Other features your customers will 
be sold on: tanned-in protection 
against surface dirt, spots and 
stains. This plush velvety leather 
even shrugs off water. 


Who's going to tell your customer 
all this? Pigmillion Pigskin national 
advertising and local support. Get 
busy right now cooking up sales for 
fall. Order shoes of Pigmillion Pig- 
skin. For more information, or 
names of manufacturers offering 
shoes of plush Pigmillion Pigskin, 
write to: Pigmillion Pigskin, 


HAUS OF KRAUSE, ROCKFORD, MICHIGAN 








by EVELYN SCHLESS. women’s editor 


Why promote? 


The newly released survey of Consumer Finances, con- 
ducted by the Survey Research Center of the University of 
Michigan in Ann Arbor, shows figures that give us reason 
to sit up and take notice. 

Data based on 3,000 interviews in 1960 give new evidence 
of the vitality of the U. S. market as an outlet for goods 
and services. 

Information on family incomes is particularly revealing. 
It shows that the average non-farm family income in 1960 
was $6080 as compared to $4020 in 1948. In 1948 only 14 
per cent of non-farm families were in the $5000-$7500 in- 
come group, as compared to 27 per cent . . . nearly twice 
as many ... in 1960. In 1948, only 8 per cent of these 
families had an income over $7500; in 1960, 26 per cent did. 

Here is proof once more that U. S. families have money 
to buy the goods industry produces today. Their incomes 
are higher than ever before and capital accumulations have 
reached unprecedented heights. People have the capacity 
to keep on buying, and to buy more than ever before 
(whether cars or boats or houses ... or even shoes). All they 
need is the right shopping incentive. Here is justification 
indeed for increased investment in advertising and promo- 
tion! 





And speaking of the weather .. . 

As if shoe people did not have enough to think about al- 
ready, what with changing toes, heels and colors, now we are 
faced with still another puzzle: the weather. Every buyer 
I know carries around a little card on which he records to- 
day’s figures, comparative figures for a year ago se and Two tones are better than one for 
the weather. There is no doubt about the relationship be- fall and played with fashi 
tween weather and sales. This is why we should take serious pis play — 
note of the decided change in climatic conditions through- — in the MIMI by Foot Flairs. 
out the whole country in the past few years. Every year High notes: the low V-throat, the 
it gets hot a little later and stays that way a little longer. soft folded topline, the custom- 
As of Memorial Day, New York has had only two days with made look in calf. In slender mid 
temperatures above 80 degrees. Stores have been advertis- or high heels. Black with gazelle, 
ing summer clothes since before Easter, but everyone is black with mulberry, black with 
wearing wool. Last Sunday one store here advertised the Olive; other fashion colors too. 
first transitional cotton dresses. I am willing to bet that . 
when it does get hot—and people begin to think of sum- 00k Vuh 
mer clothes—stores will be stocked for fall. And that goes SnCmnenenaNNanS ta Rattan $03.00%0 90850 


for shoes, too! 
Isn’t it time for all of us to promote and sell merchandise Sell 


when the public is ready, no matter what the calendar says? Crememnee Testes See PeRNNS CEL. 0 98080 


Let’s have spring shoes in stock when people feel spring-like, * 
and summer shoes when it gets hot. The public reserves the 
right to buy or not to buy according to its own timetable! Fashion Meets Price at $9.99 


\ MUTUAL SHOE SALES COMPANY 











105 McGregor Street, Manchester, New Hampshire 
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SINCE 1912 


Shoe Buyers 
on 

their 

way 


up | 
select 


WALL-STREETER Shoes 


And the reasoning is simple. Successful shoe men know 
they must keep sales going up and up... always! And by 
purchasing the best medium priced line of shoes, “WALL- 
STREETER”, they continually increase both dollar and 
profit volume. 


That's why all the shoe men who sell and wear “WALL- 
STREETERS” are doubly rewarded! First the “tanned- 
to-perfection” leather guarantees top notch appearance 
with a minimum of care... “WALL-STREETERS” need 
only an occasional touch of polish and a quick brush. 
More importantly they keep their “‘just bought” perfect fit 
and shape for months and even years. Buywise, walk- 
wise and success-wise “WALL-STREETER” shoes are 
your best step forward! 


WALL-STREETER 


SHOE COMPANY 


North Adams, Massachusetts 
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by GERVASE BUTLER, men’s editor 


It's a skin game 


from the start 


Camelot is not the only spot in the world, real or imagi- 
nary, to have its own professional wizard. The Merlins of 
the tanneries have enjoyed that status for generations. Now, 
as never before, they have been busy concocting liquors and 
devising ways to create effects for men’s footwear that 
could be dubbed magic or something mighty close to it! 

Take a skin... take any skin. . . and with a prescribed 
number of passes and abracadabra incantations, you get 
leather. That is called tanning. It halts the decay of a natural 
substance and makes the resulting material durable and use- 
ful. In that process the extra added ingredient which also 
makes it distinctive is what fashion is all about. And fashion 
in men’s leathers is about to take a sharp turn to the right 
. .. to the right weight, the right feeling, the right look 
to go with changes in the rest of the male wardrobe. 


Soft but substantial 

Tannage for both dress and leisure shoes is evidencing a 
trend to supple softness in upper leathers that suggests any 
number of possibilities in the end product. With the fashion 
focus for spring 1962 on the Americana theme, this might 
be related to the Indian Brave and the leathers he wore. It 
is actually native deerskin soft in some tannages. However, 
an important fact to remember is that this new concept of 
softness has degrees. It differs in leathers for dress footwear 
from those in casual tannages. Yet both share the mellow 
suppleness. 


Roil call among tanners 

Star stature tannages include Foote’s Fabulife, the heavy 
kidskin Amalgamated calls VIP, Fairbo, leathers from 
Howes, Lawrence, Beggs & Cobb, Armour, Rueping, Trostel, 
Northwestern, Pfister & Vogel. In its Buffalo calf, Neumann 
makes a whole galaxy of texture and embossed effects, newly 
supple. 

Allied Kid is another magic maker for men. Pebbled shag 
is embossed on the sueded side. Picardy, a Brezner French 
box boarded glove, pulls smooth; Caribe natural grain goat 
has an affinity for antiquing. Maracco and Maracain, the 
latter with Scottfoam lamination, are Allied newsmakers. 

Star import at Leather’s Best, Inc., is Freudenberg’s 
Harra calf, 8 ways hand boarded, seconded by a new version 
of their Impala, same color range. A full grain aniline side 
leather from Italy is an added starter. Everywhere, the 
word is “soft.” 
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Men everywhere are switching 
to summer-weight, summer-style 
suits and hats. Jarman dealers 
attract those same men with 
smart summer shoes like the one 
shown here... and get extra 
profits from cool, contented 


customers. 


J4072— Ventilated Bahama 
Brown, with “Snug-A-Matic” 
elasticized topline. (Also in 
black.) To retail at $14.95 

(slightly higher in the West). 


SHOES FOR MEN 


$10.95 to $19.95 most styles 


JARMAN SHOE COMPANY 
NASHVILLE, TENNESSEE 


A GENESCO DIVISION 




























































































Buntees are soft and flexible . . . made for 
active baby feet that grip, grasp and flex 
like another pair of hands. 


Buntees are wider across the width of the 


toes, because baby feet are wider . . . give 
more wiggle room to the baby foot. 


<“« 


MOCCASINS... America’s first baby shoe 


R. J. POTVIN SHOE CO., BROCKTON 69, MASS. 
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by ESTELLE G. ANDERSON children’s editor 


Today, tomorrow and transition 


School’s out and the caution is: Watch out for the young- 
sters ... their safety and health. Summer really belongs 
to children and they should have every opportunity to enjoy 
the months ahead, whether at home, at camp, in the city, 
country or at the beach. Proper footwear and foot care are 
especially important in the months of July and August. 
Children’s activities don’t slacken in the summer. They are 
more apt to accelerate. And they should have enough foot- 
wear to change often during the day. Sneakers, sure. You 
just know they’ll wear those. But in addition they will also 
need sandals, beach clogs, play shoes, casuals and dress up 
shoes ... lightweight, flexible, with some measure of support. 


Don’t be stampeded 


What is so rare as a day in June? Retailers will tell you 

. a bright, sunny one. There must have been a spring 
season; but no one noticed. Calendar-wise, summer is just 
a few days off. This year, we hope merchants will avoid 
the stampede into summer clearance sales before the sea- 
son even gets started. We know it is more prevalent in the 
women’s and men’s fields; but the idea has been so virulent 
it has percolated down into children’s shoe stores too. 


A look at transition and fall 


In girls’ wear, the silhouette is low and easy .. . low 
waistlines, easy long bodices. There will be long torso 
dresses with soft flared or pleated skirts, jumpers and 
jumper dresses, pinafores, over-tops, hip length over- 
blouses, vests. In fact, the same relaxed look of women’s 
apparel will be very evident in the children’s. 

Here’s an excellent opportunity for manufacturers of 
children’s shoes to come up with patterns that will be 
“right” for these clothes .. . smart spectators, square toe 
tailored types, taper toe straps and slipons. Ornamenta- 
tion, if any, should be restrained. 


What about color? 


We’ve listed them often enough . . . always emphasizing 
the importance of black, first. Then the spice tones, gold, 
copper, brass, Otter, blue greens, green blues, plum to 
purple, shocking pink to cerise, orangey reds, burnt orange. 
For boys: black, brown, brass, black olive, loden green. 

Successful colors in girls’ and boys’ apparel seem to have 
been drawn from the same dye vat as the men’s and women’s 
colors and there is evidence that many of the fall colors 
will carry into spring. 

Official Tanners Council Color Card lists the following 
for children’s shoes for spring ’62: Chino, Butterscotch, 
Gingersnap, Maple Tan, Brown Cookie, Bruin, Mountie. The 
names are descriptive of shade and tone. 


~ 
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Manufacturers of children’s shoes in the 
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SEE THE DRAMATIC NEW 
FOOTWEAR COLOR 


COORDINATOR 


AT THE ALLIED PRODUCTS SHOW 


Now...this totally new approach to color in shoes presents 
to designers and manufacturers a complete visual guide to 
color... inspiration at your fingertips. More than abstract 
theory, the Footwear Color Coordinator shows actual leather 
and vinyl swatches, serving as a valuable aid in designing 
everything from basics to high fashion footwear. The color 
coordination is the product of General Plastics’ own 
renowned Central Styling Studio, with assistance from 
leading footwear fashion and design authorities. The easy-to- 
follow index, arranged by broad color groupings, coordinates 
specific vinyl lining colors and patterns with leather colors 
for uppers. See us at Room 552 in the Trade Show Building. 
The General Tire & Rubber Company (generar 

Textileather Division/Toledo 3, Ohio moe... 
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SCHOOL OUTFITTINGS 
ARE FESTIVALS FOR 
RETAILERS WHO ~¥ 


STAR 


CHILDREN’S SHOES IN 


Niyvto VEL 


THE ORIGINAL 100% NYLON VELVET 





M-0723—SADDLE B-C-D 
INFANTS’ 

CHILDREN’S ...... 

I Sie ss. 

SE a 
Red, Chestnut, Tartan and 
Black NyloVel 


6312—TWIc STRAP AA-B-C-D 
CHILDREN’S ......... 8Y,-12 
MISSES’ ................ .... 12ZY43 
TEENS’ ne D 
Red or Black NyloVel 














48 West 38th Street, New York 18, N.Y. 


This is the tag to insist MILLS: U.S.A., France, England, Italy, Canada, Mexico, Brazil and Argentina. 
on for complete customer satisfaction! SALES AGENTS: SHAIN & CO. Boston MANSKE & CO. St. Louis 
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LETTERS 





New ideas needed 

Congratulations—your last few 
issues have shown so much im- 
provement! 

Keep the good work up. Every- 
one needs new ideas, advance in- 
formation on style and colors, etc. 

R. R. RITCHIE 
RITCHIE’S SHOE STORE 
BLACKWELL, OKLA. 


Superb new format 
This is a much delayed note to 
congratulate you on the superb new 
format of BOOT AND SHOE RE- 
CORDER. I specially like the identi- 
fication of your editors. It builds 
up their authority. 
LYNN FARNOL 
NATIONAL SHOE INSTITUTE 


NEW YORK, N. Y. 


Worthwhile information 
I think the revised editorial 
format of the RECORDER is excel- 
lent. It has been publishing a lot 
of worthwhile information that 
store owners can use. 
LEO LESLIE, ADV. MGR. 
WELLCO SHOE CORP. 
WAYNESVILLE, N. C. 


A real contribution 


Congratulations on the new for- 
mat and fresh approach of the RE- 
CORDER. The material, the format, 
the layout, the sound and thought- 
ful writing constitute a real contri- 
bution to the shoe business. 

STANLEY GOODMAN, VICE PRES. 
MANNEQUIN SHOES 
NEW YORK, N. Y. 


A good job 
You have every reason to feel 

proud of the improvement that you 
have made and I can say your pub- 
lication is much more readable than 
it was in the past. You really have 
done a good job; keep up the good 
work. 

R. A. PARKER, ADVERTISING MGR. 

THOMAS TAYLOR AND SONS 
HUDSON, MASS. 
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by GERALDINE EPP, teenage editor 


The crystal ball 


To let some experts do the crystal gazing, here’s what 
is in the ball for Spring-Summer ’62. 


DOROTHY ANDERSON, fashion director of A. C. 
Lawrence: “I believe teenagers will go for color on their 
feet! They certainly have been eating it up in apparel.” 
Citing a trend to sandals, Mrs. Anderson uses as an exam- 
ple La Piuma’s wide-open strapped version on a square-toe 
last. “A shoe such as this should walk out of stores if it 
is promoted in a colorful range and stocked in some 
depth. At least three pairs to a customer. Love it in patent 
leather too!” 


Cow-Belle is Lawrence’s newest bid for teenage business. 
And, for the young crowd, this soft grained tannage is of- 
fered in Sunset Orange and Sun Yellow, promotional; bright 
Bristol Blue and Blazer Blue; Hibiscus, a hot pink; and 
Brandied Peach, a warm peachy tan. Two other brights, de- 
lightfully named GO Green and STOP Red, are suggested 
for half-and-half patterns. 


SYLVIA HAMILTON GALLAGHER, fashion consultant 
to Haus of Krause and Surpass Leather, foresees a snow- 
balling interest in flats with one-side opened up, and a fur- 
ther projection of the Harlequin look. 


“Love of off-beat color combinations is one of the milder 
manifestations of teenage rebellion against a conformist 
society. That’s why Haus of Krause has a lively range of 
‘light and highlight’ colors that lend themselves to multi- 
colored shoes. 


“Surpass has developed its color to follow the anticipated 
color successes for sportswear. These are the 
orange-to-melon families, neutral greens, new 
blues, magentas and beiges . . . both light 
spicy tones and lighter taupes.” 


“Horoscoper” MARTHA GEILICH of 
Geilich Tanning Co. wires this prediction: 
“Squared-off flattened toes will be accepted 
faster than needlepoints were. Moccasin 
types much more refined looking. Little heels 
with bows and also with very delicate trim- 
ming. Great variety in leathers. Beiges 
through caramelly browns. Coppery tones. 
Many blues. Greens are now staple. Colors 
are clear and bright.” 
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Conventional Sole 





6-year-old proves PARACRIL OZO 
far outwears best competitive sole! 


A typically active young boy in a small Ohio town has 
added to the evidence of numerous laboratory and actual 
wear tests— shoe soles made of new PARACRIL 0Z0 outwear 
all others. 

Two pairs of shoes were used in this test, each pair 
worn every other day to provide similar test conditions. The 
first pair, with good quality conventional soles, became 
unfit for use in a little over six weeks’ time. Yet the shoes 


with PARACRIL 0Z0 soles—despite the kicks, scrapes, grinds, 
and special kind of abuse for which little boys are known 
—showed only a fraction of the wear. At the end of the test 
they were sti!l good for months. 

Take a tip from the tot. Insist on PARACRIL 0ZO soles 
for the shoes you sell. It makes a major selling difference. 
To learn more about PARACRIL 0ZO, write the address 
below. Names of sole manufacturers on request. 


Naugatuck Chemical 





or 635P Elm Stree 
Division of United States Rubber Company Naugatuck, couneuen 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Onterie - CABLE: Rubexport, i ¥, 
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WHITE 


is classic for spring 


so is 


Llama 


see Classic white Llama 
booth #6 














“Grand Champion” 


Style 6058 
Intricate stitching in pat- 
terns. Beautiful combina- 
tions of pigskin and buck- 
skin. 6% thru 12, and 13. 
B and D widths. 


COST TO YOU 
$14.00 


The “Rainbow” 


Style 1680 
Custom-styled stovepipe 
with colorama of contrasting 
stitching on 12-inch leg. 
6% thru 12, and 13. B and 
D widths. 

COST TO YOU 
$12.00 


The “Hondo” 


Style 1638 

... for Men 
Canyon gold full-grain glove 
leather. Custom ranch 
styling. Shallow scallop top. 
Hondo toe. 6% thru 12, 

and 13. B and D widths. 

COST TO YOU 
$12.00 


“War Eagle” 


Style Series 4800 
-.. for Men 
All new American Eagle 
overlay. Higher shallow 
scallop ll-inch top. 6% 
thru 12, and 13. BandD 
widths. Size 6 in D only. 


COST TO YOU 
$10.10 


“Miss Sundance” 


Style 8311 
..» for Ladies 

A custom boot for every 
western wardrobe. Golden 
underlays and stitching on 
white. 5 thru 10-A widths. 

4 thru 10-C widths. 
COST TO YOU 


$8.35 


NEW CUSTOM STYLES 
NEW CUSTOM FEATURES 


Here are five outstanding numbers 
from Acme’s magnificent 1961 line... 
new more luxurious-looking leathers... 
styles with the distinctive look of richness 
and quality. 


ACME BOOT COMPANY, Inc. 


CLARKSVILLE, TENNESSEE 


WORLD'S LARGEST BOOTMAKERS 


Boots belong... . in today’s living 





PATTERN PORTRAIT 


Five stars for fashion 
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by GERVASE BUTLER 





This slipon makes high fashion news without going to extremes. 
It has the more shoe look that permits a free hand in decorative detail. 
Note, for instance, the asymmetrical sabot strap, finger gored for fit. 


Note too the accent given the medium narrow toe by the stitching 
on each side of the vamp, giving the tip a new slim line. John E. Lucey Co., Inc. 
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Amalgamated Leather 
Co.: Amalco kid perfor- 
ated tri-tone pump 


A. C. Lawrence: New 
Black Diamond pump, 
nailhead and perf trim 


New neutrals: the news 


A. C. Lawrence: Devon 
calf open shank and 
vamp sandal 


Fleming-Joffe, Ltd.: 
Sweet kid T-strap sandal 


A whole new concept in neutral 
colors is the major portion of the 
fashion story in leathers for spring 
1962. The other part of the story 
is a high fashion one in pretty 
apricots, peaches and pale greens. 

Beiges which will no doubt con- 
tinue as top sellers, fall into three 
ranges. Newest, most promotional 
are the pinky beiges. Next, there 
are the grayed beiges, important 
because of their right look with 
navy as well as with neutral ready- 
to-wear. The tawny beiges will con- 
tinue, most widely used in tailored 
and casual shoes. 


The softened, whitened look 


The softened, whitened look is 
the story in colors. The newest 
fashion promotional shades are 
pale apricot to peach colors which 
show up in most of the top fashion 
lines. Next in importance, and very 
likely to emerge as the “new-color- 
neutral,” is a pale pretty green 
that shows up as White Jade, Mar- 
tini, Gibson and Dillybean. 

There is a strong feeling for the 
revival of classics and/or the 
Americana look throughout all 
lines. Navy, true in color without 
any trace of purple cast, a true 
scarlet red and white are very much 
in the fashion picture again. How- 
ever, white looks newest and best 
in shrunken and grained leathers. 

Realistic flower colors, ranging 
from newly whitened yellows and 


Haus of Krause: Pigmil- 
lion pigskin walking mule 





in spring leather colors for ‘62 


The newest fashion promotional shades are pale apricot to 
peach. Next in importance is a new neutral—pale green. 


deep pinks to medium blues and 
oranges look right for young and 
casual shoes in all leathers. 

Outstanding new tannages and 
textures include: 

Allied Kid—Glazelle, fine grain. 

Amalgamated Leather Co.— 
V.I.P. with fine boarding, glazed 
look. 

Armour Leather Co.—Anilskin, 
mill dyed aniline, and Silskin, short 
napped. 

Barrett & Co.—White Llama. 

Colonial Tanning Co.—Pickwick, 
mellow tannage in unlined 
weights; Brio and Tiara, crushed 
glove leathers; Tamiami, crushed 
antiqued glove leather. 

Davis—Pixie, soft boarded tan- 
nage. 

Donovan Industries — Rugner 


Allied Kid Co.: Vodelle N&es= 
halter sling pump with 
kid trim 


Geilich Leather Co.: 
Wexford grain finish flat, 
square toe 


baby pig, aniline pig. Wild Boar, 
mellow side leather. 

Geilich Leather Co.—Waxene, 5 
oz. tannage for handsewn shoes. 

Irving Tanning Co.— Sapphire 
with embossed flat texture. 

A. C. Lawrence—Cow Belle, 
economy leather similar to Ama- 
dora; new, improved Black Dia- 
mond. 

Leather’s Best—Caviar, textured 
aniline calf, and Patalina, aniline 
patent, both Carl Freudenberg. 
Angel Skin, full aniline Italian 
leather. 

R. Neuman Co.—Women’s weight 
buffalo calf. 

New finishes include the follow- 
ing: 

Allied Kid—Gardelle, Scotchgard 
finish suede kid; Facette, three-di- 
mensional texture. 

Amalgamated Leather Co.—As- 
troglow, dim lustre; Firfly ecruse, 
pearl] frosted. 

Colonial Tanning Co.—Bison, an- 
tiqued grain; novelty patent leather 
prints. 

Davis Leather Co., Ltd.—Span- 
gle, pigmented metallic finish. 

Donovan Industries—Anilette, 


hand boarded semi-aniline kid; Bol- 
zano, kip, slight hand boarding 
(domestic). 

Fleming-Joffe, Ltd.—Adobe Goat, 
water washed skin, striped effect. 

Geilich Leather Co.— Boarded 
Wexford, small even grain finish; 
crushed pig, simulated pigskin; 
Wee-Tan, colored split finish for 
sock linings; Uniperf and Punto 
Perf, allover and pattern perfs. 

General Split Corp.—Metallic 
finish on Glouvmoc; Sofglouv, wax 
finish on soft leather. 

Haus of Krause — Scotchgard 
pig. 

Hiteman Leather Co.—Crystal 
calf, lacquered, non-crack or peel. 

A. C. Lawrence—NEW Black 
Diamond. 

Herman Loewenstein, Inc.—As- 
troloc, high-gloss polyurethane fin- 
ish on buffalo calf. 


Surpass Leather Co.: 
Core unlined flat, gradu- 


ated perforations 


Barrett & Co.: White 
llama sling pump, large 
brass eyelets 





The market for 


women's professional shoes ... 


PARADISE KITTENS Ripple Sole high rising 
slipon, glove leather with half-inch elastic 
snugging topline. 
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CLINIC lightweight welt gored slipon, ta- 
pered moc toe, perf trim edging plug. 














PENALJO Duty Mate with cushioned arch, 
12 perf for instep ventilation. Cutawa 
shows construction of shoe, advertised wit 
various nursing school caps. 























Today’s emphasis on college edu- 
cations has had this unexpected 
side effect: It has stepped up the 
nation’s demand for women’s pro- 
fessional white shoes. 

Here’s how. Personnel officers of 
hiring firms can and do demand 
that young employees and trainees 
have college degrees. The types of 
positions now open to non-college 
women are thus restricted. More 
and more of the women are turning 
to service jobs for employment. 

This holds particularly true for 
teenage girls just out of high 
school. They go to work as checker 
in the local supermarket, as car 
hop at the hamburger drive-in, as 
waitress, as counter or fountain 
girl in the large variety stores, as 
doctor’s office assistant or recep- 
tionist. Service businesses are wide 
open for the girl in her later teens. 
In fact, this is her best avenue for 
employment, if she has no special 
artistic skill or semi-special skill 
such as typing, shorthand, book- 
keeping. 


A large potential market 


What does this mean to the shoe 
industry? Just this. Here is a 
rapidly growing potential market 
for what was formerly called 
“nurses’ shoes.” The word “nurse” 
is now a misnomer. There are at 
present more than half a million 
professional nurses, plus another 
300,000 student nurses and practi- 
cal nurses. The total is large—and 
growing—but not as large nor ex- 
panding as fast as the number of 
beauticians, waitresses, food super- 
market checkers and other uniform 
wearers. 

When the 1960 Census figures are 
tabulated and released some months 
hence, shoemen will no longer be 
forced to look to the officia] but out- 
moded 1950 totals for their figures 
on potential professional shoe wear- 
ers. There were 389,000 profes- 
sional nurses in 1950, an estimated 
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The nurses’ business is here to stay but service employees 
such as beauticians, waitresses and supermarket checkers are 
swelling the potential market for ‘‘women in white” footwear. 


460,0000 in 1958, up about one- 
sixth. There were 189,870 beau- 
ticians in 1950, an estimated 260,- 
000 in 1958, up one-third. At that 
rate, beauticians should number 
400,000 today. 

The 1950 tabulations reported 
546,000 waitresses, 242,000 cooks, 
44,000 counter and fountain girls. 
These add up to just under one 
million service people in the food 
field. The 1950 tabulations do not 
recognize two additional segments, 
products of the last 10 years, name- 
ly, car hops and food supermarket 
checkers. 


New sales vistas 


The uniform industry woke up 


some years ago to its potential— 
and opened new sales vistas through 
attractive styling, wash-and-wear 
performance, easy care, lint-free 
characteristics, wrinkle-resistance. 
With nearly 73 per cent of uniform 
wearers laundering their own uni- 
forms, ease of care rates top buy- 
ing influence. Attractive appear- 
ance rates a strong second. Gone 
are the days when a woman in 
white was a prim, starchy, spinster- 
ish-looking “gentlewoman.” Today’s 
uniform wearers, particularly the 
under-30 group, are basically hus- 
band-hunters; the more attractive 
they look the better their chances 
of finding a mate. Where these 
waitresses and beauticians are al- 
lowed to choose the style of uni- 
form they buy, they will pick out 
the most becomingly cut and shaped 
and patterned outfit they can afford. 


The same forces 


The same forces which motivate 
women to choose uniforms may also 
motivate them to choose shoes. This 
would place easy care (cleaning and 
polishing) first, attractive styling 
second. Logically, producers of 
women’s professional shoes place 
95 per cent of their emphasis on 
comfort and fit. This is proper, to 
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a point, since, as one waitress put 
it—“in our business it is impossi- 
ble to work with aching feet.” 


Easy care and styling 


However, are shoemen devoting 
a large enough percentage of their 
efforts to easy care and attractive 
styling? Have the constructional 
features of professional shoes been 
refined and improved to the point 
where makers could now put con- 
struction research on a status quo 
basis and concentrate more solidly 
on the two factors which motivate 


by VIRGINIA MARSHALL 


uniform sales—easy care and at- 
tractiveness? 

Beauticians and waitresses will 
buy nurses’ uniforms; nurses are 
less likely to buy beautician and 
waitress uniforms. Nurses stick to 
conservative styling mostly, dull- 
finished fabrics, a minimum of de- 
tailing. Conversely, service work- 
ers in “stand up” jobs appear to 
prefer lustrous fabrics and fashion 
detailing such as stitched tucking, 
collar trimmings, scallops, smock- 
ing, buttons. Obviously, women in 

(CONTINUED ON PAGE 70) 


REGULATION washable leather ventilated 
oxford with extra offset eyelet, foam-padded 
tongue, cushioned arch, 10/8 wedge. 
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KI-YAKS slipon,. leather sole and pancake 
heel, with high peaked vamp repeating 
pointed toe line. 








MOTION PICTURES: 


a payoff 


in performance 


and good will 


@ Educational motion pictures, filmstrips and slides 
can be effective training and public relations tools 
in the hands of a retailer—if he knows how to use 
them properly. 

These films and slides are part of the broad audio- 
visual education field. They have gained importance 
as educational tools because studies show that teach- 
ing any subject by lecture and textbook alone results 
in the students memorizing meaningless words and 
symbols. 


Why use motion pictures? 


Films provide a concrete basis for learning. They 
create student interest. They dramatize the lesson. 
They make learning more permanent. They add 
realism to a lesson. They develop a continuity of 
thought. And, they offer experiences that it would 
be hard to duplicate by any other method. 

Why should you use films, filmstrips and slides? 
Because experience has proven they are effective 
for teaching any subject. 

Look at the experience of the Armed Forces dur- 
ing World War II. Millions of civilians had to be 
trained to do military jobs and time was short. The 
U. S. Armed Forces made extensive use of training 
films to speed the learning process and to drive 
home new skills and new concepts. The navy made 
or supervised the making of 3,300 motion pictures 
and filmstrips in a 3%-year-period and more than 
10,000 different film titles were used in its training 
program. The army made more than 2,500 films for 
its training program. 


Industry uses films too 


Industry too has been making effective use of 
motion pictures in training personnel and in public 
relations. For example, the Bell Telephone Co. of 
Pennsylvania has been a consistent user of training 
films and educational films for the public almost 
since the first educational films were produced. 

A spokesman for Bell Telephone says that the 
film library of the firm grows every year. He said 
that libraries of training films have been established 
at various locations in Pennsylvania for different 
departments of the company. 
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In addition, Bell Telephone Co. has a film lending 
library in Philadelphia which receives about 10,000 
orders a year from the public. 

By lending films free to the public, Bell Telephone 
provides a public service that creates good will and 
keeps the company’s name in the public’s mind. In 
addition, many of the films educate the public to the 
vital role of communications and the telephone com- 
pany in modern life. 

However, Bell does not consider motion pictures, 
filmstrips and slides a cure-all for personnel training 
problems. Although there is a film pertaining to al- 
most every job in the company, many other audio- 
visual techniques are used in company training pro- 
grams. One spokesman for the firm said all audio- 
visual methods have their advantages and limitations 
and the combination of methods by a competent 
instructor produces the best training results. 


So what? What can | do? 


So what? The U. S. Government and the Bell 
System make and use educational films. What can 
a shoe retailer do? 

The shoe retailer can borrow, rent or buy films 
for use in his sales training program from a number 
of associations, film suppliers and even his own shoe 
suppliers. A list of films about shoes, leathers and 
foot care appears on succeeding pages for the re- 
tailer’s use. 

How can you make use of the BOOT AND SHOE RE- 
CORDER film listing in your community relations pro- 
gram? You can offer—in letters, advertisements and 
in person—to secure films about the shoe and leather 
industries or about foot health for any local organi- 
zation. With three weeks’ notice, you can have any 
of the films listed and the cost to you will be negli- 
gible. Many of the films are available free of charge 
and your only cost will be postage and insurance. 

If you wish to provide an added service, you can 
supply a projector and projectionist to the borrowing 
group. 


You should use films—properly 


You should also use films, including some of 
those listed on the succeeding pages, in your sales 
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FILM TITLE 


TYPE 


TIME 


SOURCE 


RENT OR 
SALE PRICE 


SUBJECT 





The Pair That Got Away 


16 mm. 
sound 
color 


15 min. 


Gardner Productions 
1757 N. Sedgwick St. 
Chicago 14, IIl. 


$25 r. 
$175 s. 


Deals with the question of showing 
a customer additional merchandise. 
Typical “handout artist’’ gives his 
arguments against showing the extra 
pair, but convinces himself it is best 
to show more merchandise. 





Shoe Fashions—Today and 
Through the Ages 


35 mm. 
color | 
filmstrip 


Varies 


Melville Shoe Corp. 
25 W. 43rd St. 
New York 36, N. Y. 


Illustrations of shoe styles dating 
back to 1500 B.C. with historical 
facts covered in the commentary. 





Modern Shoe Making 


16 mm. 
sound 
color 


10 min. 


Allen-Edmonds Shoe Corp. 
Belgium, Wis. 


Making shoes at the Allen-Edmonds 
Shoe Corp. 





Old Hands at the Art of 
Fine Shoemaking 


16 mm. 
sound 
color 


18 min. 


Freeman Shoe Corp. 
Beloit, Wis. 


Deals with both hand and machine 
shoemaking operations. 





Creating Barefoot 
Freedom 





| 16 mm. 


sound 
color 


19 min. 


Miller Shoe Co. 
4015 Cherry St. 
Cincinnati 23, O. 


Shows the various phases and stages 
of making women’s welt-type shoes. 





One, Two, Buckle My Shoe | 


16 mm. 
sound 


18 min. 


The Green Shoe Mfg. Co. 
960 Harrison Ave. 
Boston 18, Mass. 


Designed to give fitters a greater 
appreciation of the value of a pair 
of Stride Rite shoes. Emphasizes 
both 160 steps in making shoes and 
the skill and judgment of over 1600 
employees. 





If the Shoe Fits 


16 mm. 
sound 


15 min. 


Audio-Visual Center 

The City College 

Bernard M. Baruch School 
17 Lexington Ave. 

New York 10, N. Y. 


Free 
loan 


Details the manufacture of shoes at 
the Thom McAn factory. 





Why the Shoe Fits 


16 mm. 
sound 
color 


30 min. 


Swank’s, Inc. 
621 N. Skinker Blvd. 
St. Louis 30, Mo. 








Quality at Your Feet 


| 16 mm. 


sound 
color 


23 min. 


Swank’s, Ine. 


Free 
loan 


Tells what it takes to make a pair 
of women’s cement-type shoes. It 
carries the story from the time a new 
style is just a designer’s idea through 
the manufacturing process and into 
the dealer’s store. 








Free 
loan 


Traces the romantic history of shoe- 
making and testing from the earliest 
crudest process down to today’s 
modern methods. 





The Margin of Safety 


16 mm. 
sound 


22 min. 


Swank’s, Inc. 








One Ounce of Safety 


16 mm. 
sound 


20 min. 


Swank’s, Ince. 


Illustrates why plant safety rules 
should include the wearing of safety 
shoes to prevent the foot and toe 
injuries that occur in one out of 
every 10 industrial accidents. 





Industrial safety in a steel plant 
before and after a foot accident. 
Shows rehabilitation back to the 
same job and the benefits of wearing 
safety shoes on a job compared with 
regular work shoes. 








Leather in the Making 


16 mm. 
sound 
color 


27 min. 


Swank’s, Ine. 


Viewers take an on-the-screen tour 
of a modern tannery and watch 
first-hand converting of rawhides 
into fine, finished leather. 





Leather in Your Life 


16 mm. 
sound 
color 


27 min. 


Leather Industries of 
America 

411 btu Ave. 

New York 16, N. Y. 


Viewers see a film being made that 
tells the history of leather and its 
present-day uses. It covers the 
production of fine leather from start 
to finish and includes scenes showing 
the testing of leather. 





Story of Leather 


16 mm. 
sound 
color and 
black and 
white 


28 min. 


Audio-Visual Center 
The City College 


A trip through a tannery. Outlines 
transportation and storage of skins 
and hides, tanning operations, dye- 
ing, buffing, polishing, unhairing and 
cutting. 





The Story of Ohio Leather 





16 mm. 
sound 
color and 
black and 
white 





30 min. 





The Ohio Leather Co. 
1052 N. State St. 
Girard, O. 








Shows the entire tanning of raw 
calfskins received from the packing 
houses and finished into leather for 
shoes, ladies’ handbags and other 
items. 
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SOURCE 


RENT OR 
SALE PRICE 


SUBJECT 





FILM TITLE | TYPE 


The Story of Tioga Oak 
Sole Leather 


16 mm. 
sound 


Eberle Tanning Co. 
Westfield, Pa. 


Free 
loan 


Shows materials and operations 
necessary for tanning and cutting 
sole leather. Starts with grazing 
cattle and ends with sole application. 





The Sole of Imagination 


| 16 mm. 
| sound 


The Goodyear Tire & 
Rubber Co. 
Audio-Visual Dept. 
Akron 16, O. 


Deals with the research and develop- 
ment work which led to the discovery 
of Neolite. 





Step On It 


16 mm. 


| sound 





The Goodyear Tire & 


| Rubber Co. 


Free 
loan 


Shows where and how Neolite is 
produced at Goodyear’s Windsor, 
Vt., plant. 





From Forest to Fashion 


| 16 mm. 
sound 


Vulcan Corp. 
Sinton Mezzanine 
4th and Vine Sts. 
Cincinnati, O. 





Free on 
request of 
shoe mfr. 
or rep. 





Depicts the manufacture of shoe 
| lasts and wood heels from the felling 


of the trees to completion of the 
finished product. 





The Walking Machine 


| 16 mm. 
sound 


American Foot Care 


Institute, Inc. 
1775 Broadway 
New York 19, N. Y. 


Free 
loan 


Illustrates basic foot hygiene, the 
importance of proper footwear selec- 
tion and the causes of poor foot 
health. 





Our Feet 


| 16 mm. 
| sound 


Bray Studios, Inc. 
729 7th Ave. 
New York 19, N. Y. 


$3 r. 
$50 s. 


| 
| 
| 
| 


Animation and photography show 
human foot’s construction and func- 
tion as weight carrier and as a 
means of locomotion. Particular 
attention given to the influence of 
sound feet upon the general health 
of the individual. 





Foot Follies 


35 mm. 


sound 


| filmstrip 


Zurich Insurance Co. 
135 S. LaSalle St. 
Chicago 3, Ill. 


Shows proper care of the feet. 





Analysis of Foot Action 


| 16 mm. 
sound 


Film Distribution Div. 
University of Southern 
California 

University Park 

Los Angeles 7, Calif. 


High speed photography of foot 
action and Ripple Sole shoe. 





Man in Motion 


Film Distribution Div. 
University of Southern 
California 


A detailed photographic analysis of 
two types of human locomotion— 
walking and running. 





Nunn-Bush Share the 
Production Plan 


Audio-Visual Center 
The City College 


A film based on the belief that just 
as stockholders are entitled to a 
voice in matters concerning their 
money, so the workers—of Nunn- 
Bush Shoe Co.—are entitled to a 
voice in matters concerning their 
labor. 





Romance of Shoes 


| color- 





slides and 
lecture 








Lawrence E. Gichner 


3405 Woodley Rd., N. W. 


Washington 16, D. C. 





Price varies 
depending on 
location of 
the lecture. 





One out of every 100 patents has 
something to do with shoes. Some 
are sane, some idiotic. The humor- 
ous ones have been put together as 
a colorslide presentation and lecture. 





training program. But, you must use the films prop- 
erly. Don’t merely show the picture without an 
introduction and without discussion. 

Follow this method in preparing a lesson using 
motion pictures: 


@ 1. Preview the film. Because no film is perfect, 
you must pick out the points to be emphasized and 
the items to be touched only lightly. After you have 
seen the film yourself, you can plan an introduction 
for it and also a follow-up program. 


@ 2. Introduce the film. Tell your sales person- 
nel about the film. Tell why it’s being shown and what 
importance it has to each one of them. Tell the class 
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what key points should be observed and how the film 
relates to earlier training and to experience. 


@ 3. Show the film. Don’t be afraid to stop the 
film occasionally to explain difficult points or to 
emphasize key points. 


@ 4. Follow-up the film. This is done best with 
demonstrations, practice skits, tests and discussion. 


@ 5. Show the film again. Studies show that a 
second showing greatly increases the viewer’s re- 
tention. The second showing also adds new informa- 
tion that the viewer missed the first time the film 
was shown. 
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Materials 
viewpoint 
for ‘62 


More Color—from newsy pales 
to bright Siamese; more textures, 
including some that are perfect 
for shoes with stacked leather 
heels; more variety in meshes— 
with fashion emphasis on the very 
sexy “Stocking Sheer.” Stripes, 
tweeds, burlap types . shoe 
fabrics are very much in the fash- 
ion swing for spring. All the trends 
that appear in ready-to-wear fab- 
rics are to be found in the shoe 
fabric market. 

Now for a rundown on what is 
brand new in this market for 
spring 1962: 


A. S. Burg Co. Bright new fash- 
ion colors appear in silk surah... 
orange sherbet, bright yellow, tur- 
quoise and others ... are repeated 
in Roman stripes on silk shantung. 
New colorings also star in a min- 
iature plaid cotton basket weave 
and in multicolor check jute and 
rayon straw. 


Far Eastern Fabrics. In addition 
to the famous Siamese silks at this 
house, new fabrics have been add- 
ed: new Indian handwoven silk 
stripes in a full range of bright 
colors; iridescent silk tweeds; im- 
ported silk broadcloth; rough tus- 
sah silk, either yarn or piece dyed 
and batiks on cotton or silk. Kab- 
uki silk shantung in _ neutral, 
bright or dark colors and new 
colorings in hand woven Siamese 
silks also have been added. 


Gilbert Freeman, Inc. There are 
lots of newsy fabrics at this 
source. Translucent, sexy “Stock- 
ing Sheer” in black or white is 
a new nylon mesh. “Space Linen,” 
and imported linen with fagot 
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All the trends in color and textures that ap- 
pear in ready-to-wear fabrics are to be founa 
in the shoe fabric market. Here is a quick 
rundown of what is new here for 1962. 


stitch effect % in. apart, is par- 
ticularly good for use with stacked 
leather heels. It comes in white 
with natural color fagotting. Do- 
mestic silk is a look-alike for Sia- 
mese silk, is newly color coordi- 
nated in stripes and plaids. Anoth- 
er first, here . . . silk linen color 
coodinated in prints and solids 
for combination shoes. Also Tapi 
Linen, a linen that combines 
bright color with natural and 
white for a rough hewn look. Panel 
prints feature fine print for vamp, 
coordinated, different and heavier 
print for quarter. Stripes appear 
on silk in widths from 14 to 11/12 
in., also printed on linen. 


G. Hirsch Sons, Inc. Very good 
for tailored shoes is a textured 
yarn-dye bouclé of cotton, linen 
and rayon which is made in nat- 
ural, beige or white. The textured 
look also appears in a dyeable 
straw-look novelty weave (all 
rayon), polished textured cotton 
and embroidered horsehair. Out- 
standing among tapestries is a 
brocade tapestry (rayon, cotton 
and linen) in black and beige. 
Stripes are strong here ... from 
woven cotton ones to gay Roman 
multis. Rayon prints are colorful 
and new looking. 


Kaplan Products A new all 
nylon fabric called “Braided Cane” 
with a stitched straw effect is 
said not to pull out (new yarn 
development). Sugarcane straw 
(imported viscose) comes in a 
new version combined with lustre 
yarn. New nylon meshes come in 
yarn dye stripes or dyeable with 
pattern that gives three-dimen- 
sional effect. Stripes and checks 
are color coordinated with solids 
in a cotton and rayon mixture 
for use in combination shoes or 
for coordinated linings. 


Majestic Fabrics, Inc. Alligator 


print on cotton duck is an out- 
standing novelty at this house. 
It comes in black and white or 
brown and white, looks smashing 
combined with leather. A textured 
linen with the look of. raw silk 
is also new. 


Oriental Fabrics, Inc. Ponti silk 
(shantung weave) comes in all 
new fashion colors. Domestic raw 
silk here has a hand woven look. 
A panel nylon fabric combines 
lace effect for vamp with fine mesh 
look for quarter of shoe. Coarse 
textured synthetic straws and dye- 
able patterned nylon meshes with 
a nude look are also new. Prints 
are predominantly geometric. 


J. M. Perkins & Co. feature a 
new mosaic print in Mexican 
colors. It is hand screened on a 
rayon and cotton fabric. New tap- 
estry patterns are multi colored 
on light backgrounds. Dyeable 
fabrics include straw types and 
rayon/cotton and all rayon fabrics. 


Charles I. Rockmore, Inc. Ele- 
gant pale silk satins are dyed-to- 
match Hermann Loewenstein’s 
lustre calf. “Streetwear Dyeables” 
consist of a group of four fabrics, 
all different in texture, that take 
dye well . . . silk, rayon/cotton, 
slubbed rayon and textured rayon/ 
cotton. There are lots of prints 
on various fabrics; also coarse 
nylon lace, patterned and _ solid 
nylon meshes. Metallic thread is 
combined with nylon, as is straw. 


The Rockmore Co. In addition 
to basic fabrics, there are a great 
number of new striped fabrics. 
Candy, Roman and blazer stripes 
are included. They range from pas- 
tels to Far East colors on rayon 
and silk. There are also brightly 
colored satins in two widths 
stripes. Printed patterns appear 
on white nylon mesh. 





Retailing for “outer space” 


To outsize or not to outsize—that 
is every shoe retailer’s question. 
For many dealers, the answer is a 
quick NO. For retailers who have 
established themselves in the field 
of outsize footwear, profit reports 
can be astounding. 

Outsize business is potentially 
very lucrative. Markups are good, 
markdowns unnecessary. Ask any 
retailer who arrows in on that mar- 
ket. Many are so successful that 
they refuse pointblank to divulge 
the extent of their dollar sales. To 
crow about their totals would in- 
vite competition, they say. 


The other face of the coin 


But flip the coin. The other side 
shows that outsize business is po- 
tentially very dangerous. A retail- 
er who “goes outsize” without plan- 
ning, without an advertising and 
promotion budget, and without a 
dedicated way of thinking may find 
that at the end of the first season 
the only pairs sold were bought by 
his wife and her sister. 

What is outsize? Definitions vary 
from store to store, locale to locale. 
A family type outlet may consider 
a men’s 12AAA outsize; a depart- 
ment store in the same city may 
consider it standard. A volume 
chain may look on a women’s 9C as 
outsize, while the women’s specialty 
store in the same shopping center 
may consider it quite usual. 


The long lengths 

For both men and women, more 
outsize emphasis appears to be 
placed on long lengths than short. 
The woman who wears a 3 or 4 is 
never without footwear altogether; 
she has a wealth of juvenile pat- 
terns to fall back on. They may not 
be just what she wants to comple- 
ment her outfits, but they are foot- 
wear—and available. The man who 
wears a 6 or 614 has become ac- 
customed to buying basic-styled 
boys’ patterns; he has no beef — 
lower price tags than on men’s. 

For women, the best 25 selling 
sizes representing about 60 per 
cent of total sales are in size runs: 
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AAA 7144—8% 
AA 6%—9 
A6 —9 

B6 —8% 

C 64%4—7T% 

The best 50 selling sizes repre- 
senting 86 per cent of the total for 
women’s shoes are in these size 
runs: 

AAAA 7 —9 
AAA 61%4—10 
AA 6 —10 

A 51%—10 
B5 —9% 

C 5%—9 

In 1959, women wearing shoes 
size 10 length or longer accounted 
for 5.6 per cent of the market. Men 
needing 11%% or longer accounted 
for just under 5 per cent of the 
total. These percentages are ex- 
pected to rise sharply by 1968, as 
longer-footed youngsters outgrow 
juvenile size charts and become ad- 
ditions to men’s and women’s size 
charts. 

Feet seem to be getting longer 
fast. Today’s teenage girls may 
need a 101% before they are seniors 
in high school. Today’s tall teen- 
age boys may need a 14 for school 
classes—and basketball practice af- 
ter classes. Fortunately for shoe 
retailers who dare to go strongly 
into outsize business, these long- 
footed teens are profitable custom- 
ers. Get them young—get them 
used to heading for your store 
while they are I-Like-A-Lot-Of- 
Shoes guys and gals, successful 
dealers say. The teens will stay 
with you and your outsize-geared 
store happily. 

The crux of the outsize merchan- 
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dising problem is this: Get a repu- 
tation—keep that reputation. To 
play the outsize field any other way 
is to get left stranded on first base. 
No shoe retailer can go into the 
outsize market halfway. It appears 
to be all or nothing. To carry only 
a few pairs of extreme sizes is 
worse than having none at all. If 
you fit the outsize customer once, 
he or she will be back again; then 
if the next two times the customer 
is in you don’t have the size, that 
customer will walk out for good. 
You will get the reputation for a 
poor merchandiser, not a_ true 
friend to the long-footed. 


Spread the word 


Getting an excellent outsize rep- 
utation for your store means 
spreading the word around to every 
nook and cranny of the trade area 
on which your store draws. Keep- 
ing a reputation means keeping 
customers satisfied, sizewise and 
patternwise. These factors stand 
out in building an outsize business: 
1. Advertise your extreme size 
range. Every ad you run should 
feature a box showing the size 
scale you handle. It of course, may 
bear the note: Not every style in 
every size. Running the size box 
once or twice per year is not 
enough. Running it often in local 
and neighborhood papers will 
reach the customers you hope to 
make your backbone customers. 
Word of mouth advertising is to 
be encouraged constantly. 

2. Develop a mailing list of out- 
size customers. Stix, Baer & Full- 
er, St. Louis, ran a quarter page 
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on size charts .... 


Outsize business can be profitable but it can also be dangerous 
if you go into it without enough advertising and promotion. 


ad in newspapers, asking king 
size gals to complete the coupon 
with name, address and shoe size 
for the “1014-12 Club.” From the 
excellent response received, the 
store netted this: a mailing list of 
actual—not mythical — customer 
prospects; a list to which to di- 
rect special mailing pieces; a size 
list to assist store buyers in plan- 
ning sizes to be included in future 
buys. For goodwill building, Stix, 
Baer & Fuller followed up each 
registrant with a telephone call, 
personally welcoming the woman 
to the “1014-12 Club.” This was 
followed by a letter of welcome to 
make the club member feel want- 
ed. Stix uses special displays in 
a special spot in its women’s shoe 
department as its mecca for out- 
size customers. 

3. Keep stocks adequate so that no 
customer is ever turned away for 
lack of size. Stock women’s heeled 
pairs—not casuals alone. Be pre- 
pared with manufacturer catalogs 
or tear sheets so that if perchance 
you cannot fit the customer from 
stock, you can at least offer to 
special order. Know how long the 
special ordering will take to be 
delivered. Mention any _ extra 
charges for the special ordering. 
Size up and fill in regularly. The 
most-often mentioned pet peeve of 
outsize customers is that they 
have to shoe-shop August 1 for 
fall and winter, February 1 for 
spring and summer to “beat every- 
one else to that one pair in my 
size.” 

4. Arrange for tie-in displays with 
your local tall girls’ apparel shop. 
It may need shoes for window or 
counter displays. 

5. Get a good talking campaign 
going among your local social and 
civic leaders. Provide gift shoes 
if necessary to get the gals talk- 
ing about you, your store, and 


June 15, 1961 


your store’s ability to fit outsize 
feet. Don’t overlook the young 
giant who captains the high school 
basketball team either. 

6. Study your potential market. 
Take a look at the outsize shoe 
woman. Typically, she is of any 
age, all ages. Many are teenagers 
or in their early 20’s—the spear- 
head group of the new generation 
walking into our society on their 
“big feet.” The outsize gal has 
fewer pairs of shoes than she 
would like. She stands ready to 
buy shoes anytime she finds them 
to fit her—which she will tell you 
is rarely. Price is no object usu- 
ally. If the shoe fits, she’ll buy it 
no matter the price. After all, she 
may not have spent one cent for 
shoes for as long as six months, 
simply because she could not find 
them to buy. Because she owns 
fewer pairs than she would like, 
she tends to be “shoe crazy” — 
an ideal customer from that an- 
gle. 


Men do less shopping around 


Men who require outsize foot- 
wear are not much different in 
buying habits. Men are less likely 
to spend time in shopping around. 
More systematic, men often resort 
to telephone tactics — shopping 
their size by phone. Men are 
quicker to agree to special order- 
ing, less picky about style and 
color and leather. 

All outsize customers are your 
customers until they die or move 
away. When they find a store or 
department where they can always 
be fitted, they rarely consider even 
looking anywhere else. Their diffi- 
culty, they say, is finding the 
store. 

Because of this dependence on 
shoemen as outsize dealers, it is 
imperative that the shoeman keep 
his reputation for being able to 


fit extreme sizes. The minute he 
lets his backbone customers down, 
the store image he so carefully 
built is in process of downfall. 
Rebuilding it may be longer, cost- 
lier and more difficult than estab- 
lishing it in the first place. 


Mail order buying 

A check of outsize customers in 
your area will probably reveal 
this: Many of them order by cata- 
log by mail, rather than tramp 
endlessly from store to store lo- 
cally only to be told that they 
cannot be fitted. Many women — 
even from upper income bracket 
families—are ordering all of their 
shoes from Sears Roebuck, Mont- 
gomery Ward, Spiegel. Many men 
have joined the regular customer 
ranks of King-Size Inc., Brockton. 
Mass., and its by-mail shoe opera- 
tion. 

What are these by-mail houses 
offering? Just this. Tremendous 
size range, perfection of fit. King- 
Size issues a full color brochure 
seasonally, mails it to its regular 
list of men who wear extreme 
sizes. The summer mailing piece 
pictured and described some 40 
patterns, including slippers, bowl- 
ing shoes, golf shoes, work boots, 
hunting boots, overshoes. Many 
dress and casual patterns are 
available in sizes 10 to 16, half 
sizes to 15, widths AAA to EEE. 

With King-Size, it’s a case of one 
outsize customer telling another 
outsize customer. A coupon asks 
for names of possible King-Size 
customers. Senders-in are re- 
warded with free gifts. The by- 
mail houses are making a concert- 
ed bid for outsize business. Their 
techniques make valuable study 
material for any shoe retailer who 
is considering answering the out- 
size challenge. 





$837 million a year 
to product-equip our shoes 


When we speak of the allied shoe products industries, we’re 
talking very big business. These products and materials rep- 
resent 30 per cent of the wholesale cost of the shoe. 


The allied shoe products industry 
—composed of many small, indi- 
vidual industries—is amazing in its 
size and scope. All the products 
and materials (exclusive of upper 
leathers) that go into the making 
of a shoe amount to the huge total 
of around $837 million. 

About $35 million of this is spent 
by the repair trade for “replace- 
ment” services such as on rubber 
heels, toplifts and outsoles. This 
still leaves some $800 million worth 
of products and materials con- 
sumed directly by the shoe manu- 
facturing industry. 


$800 million worth 


The total factory value of manu- 
factured footwear, including rub- 
ber, amounts to about $2.6 billion. 
Thus the $800 million worth of 
products and materials used in this 
manufacture represents 30 per cent 
of the wholesale cost of the shoe. 

In addition, some 700 million feet 
of upper leather, valued at approxi- 
mately $400 million, is utilized in 
shoes. This represents another 17 
per cent of the total factory cost in 
the average shoe. 

Thus, upper leather, products and 
other materials have a combined 
value of $1.2 billion—and repre- 
sent about 47 per cent of the total 
factory cost value in footwear man- 
ufacture. 

Thus, when we speak of the “al- 
lied shoe products industries” we’re 
talking very big business—and a 
tremendously important segment of 
shoe manufacturing itself. In fact, 
when footwear business is cal- 
culated at its retail value of around 
$5 billion, it becomes one of the 15 
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largest industries or businesses in 
America. This should give shoemen 
a better appreciation and evalua- 
tion of the scope and influence of 
their product and business. 

Actually, shoe “manufacturing” 
isn’t manufacturing in the true 
sense. It’s a process of fabricating 
—of fitting together a variety of 
components and materials to make 
the finished product. The list shown 
in the table gives a good example 
of the variety and number of indi- 
vidual products and materials uti- 
lized to make our footwear. 

Without the specialized skills and 
services of the allied trades there 
could be no shoe manufacturing 
industry—nor a retail shoe busi- 
ness—in the modern sense as we 
understand it today. The manu- 
facturers in these specialized com- 
ponent fields—and they are manu- 
facturers in the fullest sense— 
usually deliver their respective 
products in finished form to the 
shoe producer. The latter then puts 
these products and materials to- 
gether in an orderly sequence and 
the shoe is “manufactured.” And 
thus we’re able to turn out foot- 
wear at the rate of over three mil- 
lion pairs per working day (252 
working days per year)—or some 
370,000 pairs per working-day 
hour. 


Shoes with enormous appetites 

The footwear we produce con- 
sumes products and materials with 
an enormous appetite. Consump- 
tion of some of these products and 
materials reaches fantastic propor- 
tions. 

For example, footwear utilizes 
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some 80 billion feet of threads— 
some 15 million miles in length, or 
enough to encircle the earth 600 
times. 

Footwear linings amount to a 
total of some: 710 million square 
feet—enough to form a complete 
blanket over more than 16,000 
acres or 25 square miles. 

Our 800 million feet of upper 
materials, including leather, would 
cover an area of almost 30 square 
miles. 

Our goring or elasticized mate- 
rials would extend nearly 11,500 
miles, almost four times across the 
breadth of the United States. 

Our welting, extending 540 mil- 
lion feet, would wrap around the 
circumference of the earth four 
times. 

If all our shoe outsoles were 
piled atop one another, they’d reach 
2,500 miles into the sky; and if the 
rubber heels produced in a year 
were stacked one on top of another, 
they’d rise skyward 1,500 miles. 

If all our insoles were laid end 
to end, they’d encircle the earth 
fully three times. 


Performance values 

But the true value of these prod- 
ucts and materials can’t be meas- 
ured in terms of distances. All 
of these are functional products, 
designed to deliver a particular 
kind and quality standard of per- 
formance. 

A box toe, for instance, may be 
composed of steel for a safety shoe, 
or of a soft yet firm material for 
a woman’s fashion shoe. Both are 
box toes, yet with different func- 
tional purposes. 
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There are cotton, silk, nylon, 
linen, orlon and other threads. Each 
serves a different functional pur- 
pose in the shoe. Estimated Estimated Total 

It sums up that shoe components Type of Product Total Output Dollar Volume 
have to be “engineered” to perform 
certain functions within the shoe 
with reliable efficiency. Hence, Welting 540 million feet $16,200,000 
product engineering is an impor- 
tant contribution made by the hun- = re webates: 
dreds of firms who specialize in Counters 380 million pairs 13,300,000 
these products. How the shoe fits, Heels—wood and wedge 
feels, wears and looks, along with 
its price bracket, is largely de- 
pendent upon the product engineer- Heels—plastic (including covers)... . 110 million pairs 45 ,00€ ,000 


ing of all its component parts. . 
Heels—stacked, leath we 95 mill ir 21,000,000 
Shoemen should never forget this. selina nsec: si rine ee 
Heels—rubber 300 million pairs 38,000,000 
All figures in the accompany- 


ing table are estimates by the beeches aaa mane 
we Brose wee aoe 600 million pairs 45,000,000 
—based upon information from ; ; 

reliable and authoritative 200 million pairs 62,000,088 
sources from within each re- 450 million pairs 95,000,000 
spective product field on the 
list. 500,000 

It is believed that this table, ; 

compiled by the RECORDER, is Peer ee 425 million pairs 5,200,000 
the first such complete listing 60 million feet 5,000,000 
of consumption of shoe prod- 
ucts, components and materials 
ever published. or 80 billion feet 22,000,000 


Ornaments, buckles 8,000,000 








(including covers) 70 million pairs 37,000,000 





914 million pounds 





Design engineering is also in- 
volved. A heel, as any shoeman Bindings, trims, etc................ 72,000,000 
knows, is far more than an ele- 2,750,000 pairs 14,000,000 
vated base to stand and walk on. 


It’s also, in most shoes, an impor- Linings—leather 285 million feet 99,000,000 
tant part of the shoe’s styling and Linings—non-leather 325 million feet 48,000,000 


visual appeal. A strip of welting, 
such as in flat welting, may be Shoe fabrics—uppers 25 million feet 25,000,000 


strictly a functional item essential Other non-leather uppers 70 million feet 17,000,000 


to the shoe’s construction—or it Aithestede 314 million gallons 35,000,000 
may also contain an element of de- 
sign and thus add another style- Chemicals, finishes, ete. 7,500,000 


appeal feature to the shoe. A Machinery, equipment, devices, etc. . 28,000,000 
buckle can be strictly functional; 

or it can be given a design treat- separate 
ment to add a note of styling; or it 
can be entirely non-functional and $836, 100,000 
used for decorative purposes only. areas 


On the other hand, a shoe orna- 
ment is strictly a styling feature. NOTES: 1) Total of $836,100,000 includes some “replacement” business (out- 


a soles, toplifts) outside of shoe manufacturing proper. Total replacement busi- 
Thus, most shoe components in- ness amounts to about $55 million. 


volve a combination of functional 
engineering and design engineer- 2) Machinery and equipment includes outright purchases only—not leased 


ing. And whether these components me 


are visible or not to the eye, they 3) “Other” includes such items as patterns, dies, findings, tacks, nails and 

largely determine the price, quality, staples, tapes and stays, bottom fillers, labels, tags and tickets, teols, orthopedic 
inserts, etc. 

style, fit and performance value of 

the shoe—all the features which 4) A few items in the list are utilized also in rubber footwear. 

the retailer sells in the shoe, and 

all the features which bear such 5) Consumption figures calculated on shoe production of 630 million pairs. 

strong influence on the customer’s 

satisfaction with the product. 
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” Mandarin Calf by Gallin 


The superb craftsmanship so evident in all Gallin leathers is best ex- 
pressed in beautiful Mandarin Calf. Mandarin Calf combines amazing 
softness with durability . . . it retains its shape and appearance in the 
tradition of the finest tannages. An important reason why smart buyers | [: \T] HIN 
prefer shoes of chrome-tanned Mandarin Calf... crafted by Gallin. ‘ — 


A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin ye ave 100 000 





The outlook for leather prices 


Plan on somewhat higher leather prices to raise 
shoe costs slightly in late summer. Manufacturers 
and retailers will absorb some of the increases. 


Next to the weather, unpredict- 
able as usual, one of the more ab- 
sorbing subjects heard today when 
shoemen get together is the state 
of the hide and leather market, 
what it means in terms of leather 
prices and the effect upon shoe 
prices. Even the retailer, who used 
to look upon the leather market as 
the manufacturer’s concern and re- 
garded the hide story as remote as 
space, now takes his turn at “ex- 
perting” both. 


Hides and shoe prices 

Well he might. Despite the dis- 
paraging remarks heard about “‘am- 
ateur market experts,” what hap- 
pens on the range and in the 
slaughter pens today has a distinct 
bearing upon the retailer’s plan- 
ning for the months ahead. The 
shoe manufacturer has always been 
vitally interested in what leather 
will cost him two or three months 
from now—and how much will be 
available. Today’s alert retailer 
wants to know how all this will af- 
fect shoe prices. 

Unlike the weather, it is often 
possible to forecast developments 
to come in the hide and leather 
market. This doesn’t mean that 
price fluctuations, or even supply 
and demand which determines 
them, can be predicted with great 
accuracy. There are too many vari- 
ables involved—possible drought, 
a rise or fall in export demand for 
hides and skins, unexpected inter- 
national developments, general bus- 
iness changes. Also, hides are still 
a by-product of consumer demand 
for meat. The more meat we eat, 
the more beef cattle slaughtered 
and the more hides available. 

But there are certain hard facts 
and rules upon which it is possible 
te base a reasonable estimate of 
what is most likely to occur in the 
leather market for the next six 
months—in this case, for the last 
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half of 1961. Among these are cat- 
tle population in the U. S. today, 
the current rate of slaughter, ex- 
pected export demand, current and 
expected rate of shoe consumption 
in the next few months, These can 
be balanced against the variables 
already cited to arrive at some 
fairly definite conclusions. 

From the outset, it should be 
realized that the price of leather 
is not determined solely by the 
state of hide supplies or the rate 
of shoe business. Both exert strong 
influences but both are tempered 
more strongly than ever before in 
today’s market by the almost in- 
flexible price lining which char- 
acterizes so much of the retail shoe 
market. This condition by itself, 
with the recent exception of the 
runaway market of 1959 and early 
1960—due primarily to a rush of 
forward buying by retailers—ex- 
erts a strong stabilizing influence 
upon leather prices. 


Record exports 

At the beginning of 1961, U. S. 
cattle population was at a record 
level of about 100 million head. 
Slaughter in the previous year, 
when shoe production fell off by 
40 million pairs to a total of 596 
million pairs, has accounted for 
some 26 million cattle, 8.6 million 
calf. Of this, 6.5 million cattle and 
788,000 calf were accounted for by 
our record net export rate. The lat- 
ter served to keep rawstock sup- 
plies tight despite the record high 
slaughter and effectively prevented 
any surplus hides from accumulat- 
ing. Hide prices—and leather—as 
the year began were reasonably 
firm after their return to normalcy 
in the last half of 1961. 

Since then, cattle slaughter, af- 
ter a slow start, has averaged close 
to the 10 per cent over the 1960 
rate predicted at the start of the 
year. For the first three months, 


it totaled 6.4 million head. Output 
of cattlehide and kip side leathers 
reached 5,582,000 pieces, an in- 
crease over the 5,474,000 reported 
for the corresponding 1960 period. 
Similarly, calf slaughter for the 
first quarter 1961 amounted to 
1,987,000 skins as production of all 
calf and whole kip leathers reached 
1,651,000 skins against 1,535,000 
a year ago. Goat and kidskin 
leather production fell sharply 
from 5,679,000 in the 1960 quarter 
to 3,679,000 skins this year and 
sheep and lamb, used largely for 
shoe linings, dropped to 1,720,000 
skins from 1,975,000 a year ago. 


The shortage of cattle hides 

The notable factor among all 
these figures is the shortage of 
floating or available cattlehides. 
Add 2,183,000 hides—our net ex- 
port figure for the first quarter 
1961—to domestic wettings or pro- 
duction of 5,582,000 hides in the 
same period and it becomes obvious 
we are over the slaughter figure of 
6,402,000 by approximately one 
million skins. This means we have 
been using more hides than we 
have been producing despite a shoe 
production rate of some seven mil- 
lion pairs below the first quarter 
1960. 

Some hide men and tanners are 
actually concerned about this tight 
supply market, pointing out that 
we are in an even less favorable 
position now than at the beginning 
of 1959, just before leather prices 
began rocketing sky high. They 
say the one thing that has kept 
another inflationary wave from 
reaching leather prices has been 
the uninspired rate of retail shoe 
sales through much of this year. 
This has accumulated inventories 
on retail store shelves, deterred re- 
tailers from rushing into the mar- 
ket for more shoes. 

But, they ask, what will happen 
when shoe business improves, as 
predicted, and retailers en masse 
flood shoe factories with calls for 
replenishments. Will the tight hide 
supply, aggravated by heavy ex- 

(CONTINUED ON NEXT PAGE) 


69 





ports, recreate the 1959 situation, 
push leather prices sky high and 
force a variety of market disloca- 
tions? 

It could happen. Three specific 
conditions, however, tend to guard 
against a recurrence. First, large 
volume retailers are shifting more 
strongly to the “buy in smaller 
quantities but more frequently” 
formula. This is dictated largely 
by the need for fluid inventory 
status as fashion demands change 
quickly. It helps assure a spread- 
out rather than concentrated de- 
mand for leather at peak periods. 


The effect of volume retailers 


A second deterrent is the grow- 
ing competition from discount shoe 
operations and the price rigidity of 
most volume shoe retailers as they 
battle this and import competition. 
As Merrill Watson, executive vice 
president of the National Shoe 
Manufacturers Association, pointed 
out recently, it is the volume sell- 
ers who are today setting many 
price levels for their suppliers. 

A third is the tanner himself. 
Cognizant of what happened dur- 
ing the last “price explosion” in 
leather, he is anxious to prevent a 
recurrence, particularly since so 
many of his manufacturer-cus- 
tomers shifted to synthetics for 
many shoe parts. 

As matters stand today, another 
increase in leather prices, begin- 
ning shortly and extending through 
the fall, at least, may be expected. 


Improved shoe sales, especially in 
late summer and early fall, will be 
reflected at factory levels where 
more leather will be needed to fill 
out low leather inventories. This 
will increase demand for hides and 
skins, already reaching the market 
as better-quality summer takeoff. 
Although the historic differential 
between prices of summer and win- 
ter hides hasn’t held firm in the 
past two summers, there is every 
reason to look for higher prices 
on summer 1961 hides. 

Even though cattle and calf 
slaughter will continue to increase 
during the hot weather, there is 
small prospect of increased hide 
supplies domestically. Hide exports 
to Japan particularly and Western 
Europe will remain high—well 
above last year’s record pace. Over 
the first quarter,-U. S. hide exports 
to Japan doubled. Total net exports 
ran more than 500,000 pieces over 
the 1960 rate. 

There is a possibility of Argen- 
tina becoming more active in the 
world hide market and thereby 
competing more strongly with U. 
S. hides. Latest reports place Ar- 
gentina herds at 46 million, the 
largest total in a number of years. 
The South American country, once 
the world’s largest cattle export 
nation, has been building herds and 
may increase slaughter again. It 
has also reduced its hide prices to 
a level close to ours and may try to 
equal our level. Since Argentine 
frigorifico hides are noted for their 


better leather yield, European tan- 
ners might well favor them if prices 
were made competitive. 

A consequent reduction of U. S. 
hide exports would ease the domes- 
tic supply situation and probably 
prevent appreciable price increases 
here, if not actually lowering them. 
But such a development is pure 
guesswork and hardly appears like- 
ly for 1961. 


A firm leather market 

A safer assumption is for a firm, 
steadily strengthening leather mar- 
ket over the next six months. 
Leather prices will increase per- 
ceptibly but within generally nar- 
row ranges. Shoe manufacturers, 
responding to the stepped-up needs 
of volume accounts, will gradually 
stock more leather. But the increas- 
ingly popular emphasis upon fluid 
inventories will keep buying at 
most levels—shoe factory, tannery 
and hide cellar—on a reasonably 
short-range basis. Short of the un- 
expected, this should prevent an- 
other runaway leather market. 

Plan on somewhat higher leather 
prices to push up shoe costs slight- 
ly at the factory level beginning in 
late summer. The increases won’t 
be enough to necessitate across-the- 
board raises in your retail prices. 
Some will be absorbed by your sup- 
plier; some by you. Some will be 
passed along to the consumer on 
individual shoes. But don’t forget 
—your business will be improving 
sharply this fall. Plan on that, too. 





The market for 
professional shoes 
(CONTINUED FROM PAGE 59) 


white who are not nurses want in- 
dividuality. 

It is highly possible that the shoe 
industry is not providing these 
non-nurse service workers with 
enough individuality. Granted, im- 
provements have been made con- 
sistently over the years. But the 
improvements have been in com- 
fort, fit, wearability, and durabil- 
ity. Patterning has remained with- 
in the bounds of a few more or less 
basic looks. There has been no radi- 
cally new look in professional shoes 
to go with the radically new uni- 
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form looks evidenced over the past 
few years. 

Color as a style idea is a wide 
open field. Pale pink nurses’ shoes, 
for example, with pink uniforms; 
the pastel outfit would be happily 
fitting for nurses in baby hospitals 
or baby wards of general hospitals. 
Pastel footwear with pastel uni- 
forms might even become a badge 
of status in today’s nation of status- 
seekers. 


Color for uniforms 


Colored uniforms are growing in 
acceptance with beauty shops, food 
chains, restaurants. Elizabeth 
Arden beauty shop people are in 
pink all over the country. Eating 
places coordinate uniforms with the 


decor. Color is considered a morale 
booster for both employees and 
shoppers in food supermarkets. The 
supermarket field has a volume 
potential for professional shoes, 
both white and colored pairs. With 
an estimated 70,000 supermarkets 
now operating, each one employing 
a minimum of 10 women as check- 
ers, meat wrappers, or produce 
clerks, there are nearly one million 
possible purchasers of women’s pro- 
fessional shoes in that field alone. 
And let’s not overlook the house- 
wives. If basic comfort features 
of the professional shoe were com- 
bined with the attractive feature 
of pastel colored leather, many ac- 
tive homemakers, especially those 
(CONTINUED ON PAGE 72) 
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LEVOR'S 


Promoted in top fashion 
shoes, winning customer 
delight. Unmatched by 
any other leather for 
elegance and softness. 


Original, aniline colors. 


BOOTH +103 
AT THE LEATHER SHOW 


LEVOK 


leathers 


Everywhere in Fashion — 
Shoes, Handbags, Garments, Gloves 


G. LEVOR & CO., INC. GLOVERSVILLE, W. Y. 
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The market for 
professional shoes 
(CONTINUED FROM PAGE 70) 


with small children, might buy and 
wear professional shoes for house- 
hold duty-doing. A shoe producer 
and a housedress manufacturer 
might even dream up coordinates. 
The idea, like most ideas, would 
take promoting, but the rewards 
might be well worth it. 

Sam Krupnick, Krupnick and As- 
sociates, had this to say at an Ad- 
vertising Club Workshop at St. 
Louis University recently: “A mis- 
take in planning may ruin the profit 
picture of a company. That’s why 
we see so much emphasis on mar- 
keting today. That’s why you see 
growing emphasis on market plan- 
ning being done backwards from 
the consumer ... done in terms of 
what it, takes to meet the wants 
and demands of the market . . 
rather than in terms of what it 
takes to make the market want 
what he has to sell.” 

Carl LaRue, Jr., president of 
Sport Specialty Shoemakers, Inc., 
St. Louis, did that very thing— 


planned backwards from the con- 
sumer—in connection with the 
launching of his firm’s new line of 
professional shoes, named “Regu- 
lation.” Hundreds of pairs were 
tested by women in “stand up 
jobs”; a questionnaire went with 
each pair. The old familiar “Did 
you like these shoes?” was by- 
passed in favor of “How can these 
shoes better serve your wants and 
needs? ... Where do they fall short 
of serving you right, in your job of 
waitress, car hop, beautician, nurse, 
or whatever you do that keeps you 
on your feet as much as 11 hours 
or longer per day?” 


The price range 

Ages of those questioned ranged 
from under 20 to well over 50. In- 
terestingly, the 30-40 age bracket 
numbered considerably less than the 
other age groups. Most of the ser- 
vice people questioned bought three 
pairs of professional shoes per 
year; 43 per cent of the women 
paid $8.95-$9.95 for their service 
shoes; 13 per cent paid $10.95; 13 
per cent paid $12.95. Nearly 10 per 
cent of those interviewed consid- 
ered $6 the ideal retail price. 


Although nurses continue to grow 
in numbers as the nation’s nursing 
schools keep on graduating about 
8000 a year, the prime market 
right now for professional shoes is 
with waitresses, beauticians and 
other non-nurse service people. The 
girls who hold jobs in these fields 
are enthusiastically concerned with 
fashion and also with price. Many 
of the girls are young. They are 
used to having a lot of shoes. They 
work on limited budgets. Not so 
with the nurses; price is rarely an 
object with them. They are con- 
cerned primarily with regulations. 

Nurses quite often buy two pairs 
of shoes at a time; waitresses and 
beauticians and food checkers buy 
one pair at a time and appear to 
want lightweight, modern-looking, 
moderately-priced shoes. 

In summary, the number of 
women and girls in the medical and 
health field is growing fast. The 
number in the service field is grow- 
ing faster. The number in the 
young mother field is growing fast- 
est. Women’s professional shoes, 
properly styled and promoted, can 
look to excellent pairage increases 
over the next five years. 





It’s the 
outstanding 
features 


that make 
the difference 


Everyone 
picks me 


because... 


Behind every Bontex product are 

the most exhaustive research and the 
highest standards in the shoe industry 
today. Result: A constant flow of new 
and improved innersole materials for 
every process in every price range. 
That’s why more and more shoe 
men—both here and abroad—are 
specifying Bontex for the shoes 

they make or sell. 


e 
STYLING 


Smart and wearable footwear with a 


distinctive fashion look men eye and 
buy ...they could only be made by 
LISANCO. 


LISFANC(Co 


F- 00 T W & A KR Ine 


400 EAST 111TH STREET, NEW YORK 29, N.Y. 


Formerly LION SANDALS, Inc. 





Better shoes through ® 
toner oo moors E REDE xX 
y 


BONDED FIBERS, Inc. BUENA VISTA, VIRGINIA 
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_.. for twice the ‘spring-action 
at your cash box! 


‘RIPPLE’ * 


Bantam-Rib Sole 


20% lighter, 


extra forward propulsion! 


A slim, springy finishing touch for 61's a . . a i» > ® 
smartest casuals for men, women and _ = | LE 
children. New slip-ons, ties, sandals, ~*~ ‘ ~~ - Medium Sole 
stadium boots — by leading . 


manufacturers — now available. 
The footwear sensation that put 


the whole nation on EASY FEET! 


Rides feet high and dry above 
dampness, cold, slush. Unbeatable 
for outdoor wear, duty, golf 

and industrial shoes. 


E-X-P-A-N-D-I-N-G RIPPLE’ $ole market! 


Send for your FREE SALES AIDS, TODAY! 


Get your share of this 


*TM Ripple Sole Corps 


BEEBE RUBBER COMPANY 


NASHUA, NEW HAMPSHIRE 
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SHOE 
SCHOOL 


Teenage fashion parties, timed to boost back-to- 
school business, can also increase regular teenage 
patronage and build store prestige. 

In a town of 65,000 or less people, the party can 
cost from $100 to $150. In large cities, however, the 
cost of such a fashion party can range from $200 
to $2,000, depending upon the size of the store and 
the kind of clientele. In the smaller towns, advertis- 
ing and other costs are less than in large cities. 


Timing is important. Whether you are located in 
a small town or large city, the timing should be the 
same. The best time for the fashion party is from 
mid-August to August 20. When you pick a date, 
make sure it doesn’t conflict with any activity in 
the community that is likely to draw a large teenage 
attendance. Also, pick a time when there is plenty 
of parking space available near the site of the fash- 
ion party. 


What if the store is small? One retailer in a west- 
ern city with a population of 65,000 has no show 
facilities in the store, but gets invited every year 
to stage the event in a leading hotel. The hotel man- 
agement likes the refreshment and luncheon trade 
of the teenagers’ mothers and also likes the publicity 
given to the fashion show. You can also try making 
arrangements to use the auditorium of a school or 
community center. 


Select attractive models. Because your show is 
aimed at teenage girls, your models should be high 
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How to stage 
a TEENAGE FASHION PARTY 


* 


school girls—usually juniors and seniors—and col- 
lege coeds. By working through school principals 
and college deans, you should be able to line up about 
20 models. Your personal store contacts can help 
too. Pick the leaders in the schools. 


The models aren’t paid. You’ll find that girls are 
willing to be the models just for the honor of doing 
it. Of course, the inclusion, of their photographs in 
a full-page newspaper advertisement is added in- 
centive. The girls like to model and the parents like 
the fact that their names and addresses appear with 
the names of their daughters in the advertisement. 
You may also be able to get a popular high school 
pianist or combo to volunteer to play at the fashion 
party. If so, the entertainers’ names also appear in 
the advertisements of the event. 


You must advertise to get an audience. Newspaper 
advertisements aren’t enough. In addition, mail in- 
vitations—two tickets to an envelope—to the teen- 
age girls in the community. In larger towns, high 
school mailing lists may be purchased for as little 
as 2¢ a name. Also distribute posters and boost the 
show in window displays. Each salesperson should be 
made responsible for calling a share of the teenagers 
listed in the store’s card files. 


Prizes are welcome extras. Teenage girls, just 
like their mothers, like to get something for nothing. 
Give out a pair of shoes, hosiery, a purse or an album 
of records by a teenage favorite. You should also 
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serve ice cold soda, potato chips and pretzels to the 
audience. Some retailers go into even more elaborate 
and expensive preparations, but the teenagers like 
the soda and pretzels just as much. 


What about apparel? You will find that a local ap- 
parel shop will be only too glad to cooperate by lend- 
ing outfits for the models. The shop will want credit 
and the payment will come in the form of added 
sales. If the show is in a carpeted area, the soles of 
the modeled shoes can be rewaxed and the shoes 
put back into the boxes for sale. If the area isn’t 
carpeted, the shoe soles should be covered with 
masking tape. After the show, the tape can be re- 
moved and the soles rewaxed. 


There are more problems for department stores. 
There are three types of department store teenage 
fashion shows. One is a departmental show which 
brings the audience into the department. The second 
is a show that is tied in with a popular teenage maga- 
zine and staged in the store’s tearoom and the third 
show is a high school show in the high school au- 
ditorium. 


Models are paid—$5 for each show—and you must 
be careful not to violate the labor laws by having 
the show too late. Some stores find that advertising 
for models brings too many applicants so they use 
their Junior Deb Board of 40 girls from 14 to 17. 


Shoes are pulled for each outfit shown. The prob- 
lem of fatalities in markdowns must be watched. The 
girls must be cautioned not to run around backstage 
in stocking feet, thus later soiling new sices. Soles 
should also be protected. After the show, cleaning 
fluid is applied to the insides of the shoes, tape is 
removed from the soles and the shoes are returned 
to stock. 


Department store shows are best timed at about 
3:30 p.m. on Saturdays. They should not run longer 
than 45 to 60 minutes or the audience becomes fidge- 
ty. One fashion coordinater said, “You have to keep 
pulling a rabbit out of a hat to keep attention.” 
Magic shows, models on revolving turntables, quar- 
tets and folk singers are acceptable entertainment. 
Giveaways are wildly accepted and something to eat 
is more appreciated than flowers. 





How corrected and full grain leathers differ 


“Corrected” leather is just what the name implies. 
It is leather which the tanner improves by removing 
imperfections which mar the hide. 

Correction is the hand or machine buffing or skiv- 
ing of the leather before it is finished. The opera- 
tion removes a thin top surface from the leather. 
Correcting leather grain is similar to what you do 
before you refinish a piece of quality furniture. 
Before you apply the finish, you check the wood sur- 
face for rough spots, scratches or other blemishes. 
If such marks exist, you sand them off so that the 
finish will be smooth and unmarred. 


The tanner does the same thing. When his hides 
are unpacked, they are sorted and those which aren’t 
perfect—the ones with scars from wire fences, sharp 
foliage, goring, tick and grub bites, nail scratches 
and splinters—are set aside for correction. After 
tanning, but before finishing, these hides are either 
buffed with a fine abrasive paper or skived to re- 
move the defects. 


What is full grain? Full grain is the natural 
grain of the leather with just the hair and associ- 
ated epidermis removed. Naturally, leather that has 
been corrected has had more than the hair removed 
and therefore it ceases to be full grain. Because 
the leather is still the first cut taken from the split 
hide, it continues to be called top grain. 


There are more corrected cowhides than calfskins. 
Why? Well, why does old furniture have more nicks 
and scratches than new furniture? It’s just a nat- 
ural consequence of age. The blemishes and defects 
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in hides and skins become more numerous and more 
noticeable when the animal gets older so, as a result, 
there are far more corrected hides from full-size 
cows and steers than corrected calf and kid skins. 
In fact, it’s one of the major differences in the man- 
ufdcture of side and kip leathers and calf and 
kid leathers. 


What about the qualities of the corrected leather? 
Grain correction is primarily an appearance factor. 
By correcting the grain, the tanner makes the 
leather better looking than the uncorrected leather. 


‘Leather strength is not changed. The strength 
and quality both remain unaffected by the operations 
to correct the grain. A corrected leather will also 
take a finish better than a full grain leather because 
much more preparation of the hide is involved. But, 
a corrected leather will take more finish than a full 
grain leather. 


Corrected leather will take any finish too. The 
correction of the leather doesn’t limit the tanner to 
the type of finish he can apply to the leather. Cor- 
rected leather comes in all forms. 

Pricewise, corrected grains sell for slightly less 
than full grains but the price difference isn’t neces- 
sarily reflected in the shoe price. Many high-quality, 
high-price shoes, especially men’s shoes, are made 
with corrected leathers. Most side leathers produced 
today have been corrected in one manner or another. 
But remember, corrected leather is quality leather. 
Ask the tanner and he’! tell you of the care and skill 
that go into improving the animal’s natural hide. 
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RIGHT and LEFT 
QUARTERS 


do make a difference 


The quarter of a shoe is the portion of the shoe 
upper which is attached to the vamp and covers 
the heel. In other words, it is the rear portion of 
the shoe upper. 

The pattern of the quarter has been described 
as “frequently one of the most important parts of 
the design of the shoe.” There are innumerable 
variations to pattern design, depending on the type 
of shoe for which the quarter is cut. The design of 
the quarter and the number of pieces from which 
it is formed depend largely on the wishes of the 
shoe designer and also on the quality of shoe being 
designed. 


The inside and outside quarters of a shoe—some- 
times called the right and left quarters—dquite often 
vary in shape. However, some shoes, depending on 
the style of the shoe, have quarters which are iden- 
tical in shape. Some manufacturers also use one- 
piece quarters. 

Why would, the inside and outside—right and 
left—quarters of a shoe vary? Anatomy is the 
answer. Because the shape of your foot varies on 
the inside and outside of the heel, the shoe must 
also vary on both sides of the heel in order to fit 
properly and with the maximum comfort. 


Stretch your foot out and take a close look at it. 
Notice that the ankle bone on the outside of the 
foot (the joint of the fibula and talus) is lower than 
the ankle bone on the inside of the foot (the joint 
of the tibia and talus). The position of that out- 
side joint varies between individuals and also be- 
tween races of people. If the shoe, such as a man’s 
blucher, hes a high collar line and there is no com- 
pensation in the design of that shoe. for a lower 
outside quarter, the leather of the collar will likely 
cut under the ankle bone. This can be both irritat- 
ing and harmful. To avoid this, the manufacturers 
will have one quarter cut lower than the other. 
This is especially important for men’s, boys’ and 
children’s shoes. 


There are some manufacturers who use two iden- 
tical quarters but have the outside pulled lower in 
the lasting operation in order to avoid having the 
collar of the shoe cut under the ankle bone. This, 
however, does not result in as good a fit as the 
shoe made with separate quarters. By leaving the 
variation up to the laster, the manufacturer permits 
error in judgment to change the collar line of his 
shoes. 

There are, however, some shoes which do not 
require quarters with varied toplines. Some of 
these include the women’s pumps, the slipons and 
gored shoes. Pumps and slipons are cut so that the 
collar liné naturally slants downward—well away 
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from the ankle bone—from the back seam. These 
shoes pose no problems at the ankle bone. 


One pattern maker pointed out that when kid 
was used for many men’s shoes, the leather hit- 
ting under the ankle: bone caused no special prob- 
lems. The leather was soft and did not irritate the 
wearer. Today, however, heavier leathers would 
cause constant discomfort or blisters. 

On some shoes, the quarter is pulled in under the 
arch and the pattern of this inside quarter is usually 
cut to allow more leather at the bottom than at the 
bottom of the outside quarter. This is called 
“shank-ease.” 


If it is best to have the quarters cut to conform 
to the foot, why do some manufacturers cut the 
quarters so they are shaped the same? This is done 
to save money. If the quarters are the same shape, 
the manufacturer saves money on dies, patterns and 
linings. In addition, less supervision is necessary 
in the fitting rooms. 


How do you know if the inside and outside quar- 
ters differ in shape? One way to check is to see if 
there is a dogear at the backseam. The primary job 
of the dogear is to keep the backseam from ripping 
out. However, if the manufacturer has his patterns 
and dies designed to include a dogear, he cannot 
use the same dies and patterns for both quarters. 
Since this is the purpose of using the same shape 
for both quarters, the manufacturer would then 
shape the quarters properly for the foot. 

What do separate quarters mean to the customer? 
They mean care was taken in the design of the shoe 
to insure comfort for the customer. Usually, sepa- 
rate quarters are one sign of shoe quality. 





There are NINE GUIDES to TRUTHFUL PRICING 


The use of misleading price claims by American 
business—large and small—has increased greatly 
since 1955. Deceptive pricing has become so wide- 
spread in the business community that the National 
Better Business Bureau calls it one of the twin 
shames of American advertising. The other, of 
course, is bait advertising. 


There is help in law. The FTC is attempting to 
protect the honest businessman against unfair ad- 
vertising and deceptive advertising practices, but 
the increase of these practices is so great that the 
FTC cannot do the job alone. But, FTC officials 
point out, the solution to the problem is not beyond 
the capacity of “all of us whose patience has run 
out, including the buying public.” In short, volun- 





tary compliance is the goal of the federal agency. 


There are guides. Certain pricing principles have 
been established as a result of cases before the 
courts and the FTC and these have been published 
by the FTC in its “Guides Against Deceptive Pric- 
ing.” The guides are directed against- nine major 
types of fictitious pricing. 


@ Savings claims. Sellers must not imply that 
they are offering a lower price than the other mer- 
chants unless that price applies to a specific article 
—not just similar or comparable merchandise. Fur- 
thermore, any savings claims must be based on a 
reduction from the “usual” retail price of the article 
in the trading area where the statement is made or 
from the advertiser’s regular price. 


@ Pricing problems. Merchandise must not be 
advertised as reduced in price if the former higher 
price is based on an artificial markup or on previous 
infrequent sales. The former price quoted also must 
be the one that immediately preceded the new bar- 
gain price in the recent regular course of business; 
if it is not, this fact must be clearly disclosed. 


@ Comparable merchandise. Comparative prices 
for comparable merchandise may be used only if the 
claim makes clear that the advertiser is talking only 
about comparable merchandise and not the former 


or regular price of the article he is selling. Also, 
the comparable merchandise must be obtainable at 
the comparative price in the same trade area (or, 
if not, the ad must clearly say so). 


@ Special sale prices. Such prices must not be 
advertised unless they represent a bona fide price 
reduction from the seller’s customary retail price 
or a saving from the regular price in that trade area. 


@ “Two-for-one” sales. No such claims may be 
made unless the sales price for the two articles is 
the seller’s usual retail price for the single article 
in the recent regular course of his business, or is 
the usual price in the trade area. 


@ Special sales claims. So-called “14 price” or 


“50 percent off” or “1¢” sales must be factually true 
and, if conditioned upon the purchase of additional 
merchandise, this fact must be conspicuously dis- 
closed. Moreover, the proffered price reduction must 
be from the advertiser’s customary and recent price. 


@ “Factory” and “wholesale” ads. Products must 
not be advertised as being sold to the consuming 
public at “factory” or “wholesale” prices unless 
they are actually being offered. at the same price 
that retailers regularly pay to their suppliers. 


@ Fictitious pre-ticketing. No article should be 
“pre-ticketed” with any price figure that exceeds 
the price at which the article is usually sold in the 
trade area where the product is offered for sale. 
Those who furnish the fictitiously high price tags 
are equally culpable with the merchants who use 
them. The same prohibition applies to material such 
as display placards on which is printed a fictitiously 
high price for the product offered for sale. 


@ Comparative prices. These are taboo in the 
sale of articles described as “imperfect,” “irregular” 
or “seconds” unless the higher comparative price 
actually was, and is conspicuously shown to be 
for the same article in new and perfect condition. 
Also, the comparative price should not be used un- 
less it is the same at which the advertiser usually 
sells the product without defects, or is the regular 
price in the trading area for perfect merchandise. 
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Your Key to shoes with a tighter leather break, more 
durability, anilinity and plus cutting figures is... 


KORDOSKIN 


TOMORROWS TANNAGE TODAY 


The newest in leather products developed through 


Armour Research for the Shoe Manufacturing Industry 


ARMOUR LEATHER COMPANY 


DIVISION OF ARMOUR AND COMPANY 
UPPER LEATHER DIVISION 


SHEBOYGAN, WISCONSIN, U.S.A. 
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Authentic Styling means 


Authentic Stacked Heels! 


Specto 


Stacked Heels! 


There are heels-that-look-like- 
stacked-heels and there are 

Spectro Stacked heels .. . the 

most talked about heels in the 

fashion world... exclusive nat- 

ural beauty found only in Spec- 

tro Leather Fibre. 


Look for the exclusive wedge- 
construction ... it means this 
is an authentic stacked heel. 


THE GEORGE O. JENKINS CO. 


Bridgewater, Massachusetts 


SPECTRO® BRAND HEELING BOARD IS ALSO MADE IN CASEYVILLE, ILLINOIS BY WESTERN 
FIBRE CO., IN CANADA BY BENNETT LTO., FORT CHAMBLY, P.Q., AND IN THE UNITED 
KINGDOM BY SYSTON FIBRE BOARDS LTD., SYSTON NR. LEICESTER, LEICS. 
1F HEELING BOARD 1S MADE BY ANY OTHER MANUFACTURER, IT'S NOT SPECTRO! 
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lf it’s a matter of money 


IF YOUR employees keep coming and going and you 
have an idea that this expensive turnover may be a 
matter of money, here are some things you might 
consider doing: 

Check the salary you are offering to be sure that it 
is on a par with what competitive retail shoe stores are 
paying. If it isn’t, perhaps you can offer some kind of 
additional non-monetary compensation. 


More than dollars and cents 


For example, you can provide suitable lunch room 
facilities in a back room of the store, so that employees 
can bring their lunches and eat them there, instead of 
patronizing a restaurant. It will also cost very little to 
add a small electric stove, a box of tea bags, some sugar, 
a jar of prepared coffee and a suitable pot so that they 
can get their drinks free and clear “‘on the house.” 

You can also offer “personalized” working hours if 
the slack times in the store make this practical. This 
might consist of granting a boy who worked all day 
and went to college at night an hour or two off in the 
slow part of the afternoon as a homework period. Or, 
if the employee was a working wife with young school 
children and she lived nearby, you could let her have 
time off every day between three and four. She could 
call for her children, take them home, give them a snack 
and return to her job. This kind of thing is often 
worth more to an employee than hard dollars and cents. 


Bonus checks 


Award special bonus checks for special efforts. One 
retail shoeman illustrated such a policy when one of 
his clerks suggested “blinker light” specials. The idea 
consisted of offering special mérchandise on display on 
a strategically located table and setting a revolving 
light above it. When it was proved that this resulted 
in extra volume, a record was kept of how much was 
due to this unusual promotion and one half of the first 
month’s profit directly traceable to the idea was given 
to the clerk as a bonus gift. 

If you have three or more employees, promote con- 
tests in conjunction with outstanding sales specials. 
For example, one shoeman who wanted to pep up the 
slow period which follows the Christmas rush, tried a 
combination “match up” sale and employee contest. The 
latter consisted of making an all-out effort to sell hand- 
bags to match up with shoes. The result was that the 
store did a land office business although no advertising 
outside of store signs and window displays was used. 


A valuable prize 


A top prize that the winner would really value was 
offered. That is, since three of the employees were 
married and the other three were young, single and 
footloose, the winner could chose between a de luxe 
refrigerator and a week’s vacation with pay at a nearby 
resort. Two consolation prizes were also offered. 

Consider establishing a plan whereby your employees 
actually share a certain proportion of the profits of 
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THE TOUGHER HIS JOB 
THE MORE HE BABIES HIS FEET 


He has to. His feet are his livelihood. And the life 
of his foot is in the sole of his shoe. That’s why Vul- 
Cork soles are worth more to him. 


They’re important to his job, and his day’s 
comfort is your day’s business. 


Vul-Cork Sole Div., Cambridge Rubber Co., Taneytown, Md., Makers of Vul-Cork 


VUL-CORK & 4 
VUL-CORK NEOPR 


$0 light, so flexible, so resilient,you can roll them up. . .right in the palm of your hand. 





MILWAUKEE KING BOOT 
Style #8025 

of soft glove leather 

with Goodyear 
moccasin vamp, 
guaranteed 

counter, heavy 

crepe wedge sole. 


#7333-6" SHOE 
#7800—OXFORD 


Pacifate is the famous shoe lining that clinches 
the sale! It’s the only lining approved by the National 
Foot Health Council... the only lining thaf's na- 
tionally advertised! Millions of people know that 
Pacifate is the exclusive germicidal processed lining 
that prevents reinfection from athlete's foot, retards 
foot odors, keeps leather soft and supple longer, 
prevents drying and cracking due to rot — and they 
want it! Get the profitable edge 

on competition ... line your 

shoes with Pacifate! 








WAMSUTTA / PACIFIC 


INDUSTRIAL FABRICS 
1430 B’way, New York 18, N. Y. 











| your store. Such shares may be equal for all employees 
| or may be a fixed percentage of their salaries. Before 
| you announce your intentions, however, get into a hud- 
| dle with both your accountant and your lawyer. 


| Work records 


Keep a running record of the work of your employees 
so that when you do grant raises, you can do so fairly. 
This is why it is better to award raises individually for 
specific records rather than as “blanket” raises. One 
shoeman who thinks in terms of extra payment for his 
help at Christmas and again in June, makes a little cere- 
mony out of it, calling his employees into the office 
one at a time. 

An even stronger way to hold onto employees isn’t 
based on the paycheck. Instead it is rooted in a feeling 
of mutual respect between the employee and the pro- 
prietor. So consider those who work for you as intelli- 
gent human beings who will like their jobs and their 
place of business if they are encouraged to do so. Don’t 
regard them as pieces of machinery which you are 
renting for specific periods of time for specific types 


| of work. If you insist on the latter policy, higher 


salaries, coffee breaks, vacations with pay, and fringe 
benefit plans will keep them only until another store 
offers higher pay, longer vacations, shorter hours and 
more elaborate benefits. But if you really regard those 


| who work for you as partners in the business, they 
_ will regard your business as their own and both will 


benefit in proportion. Ways to do this include: 


Let your employees know 


Letting employees know about it when business is 
good, and discussing with them whatever plans you 
may have for expansion. : 

Letting them know about it when business is bad, 
and discussing with them whatever thoughts you may 
have about economies and retrenchments. When an 
expected monetary reward is not forthcoming, through 
no fault of your own, the reaction is less likely to be, 
“I’m going to change jobs to a store where I can get 
more money.” Instead, your employee will be inclined 
to start thinking, “This store is a kind of second home 
to me. I can change jobs and make more money but if 
I use the same amount of effort to help the boss and get 
the business back on its feet, I know he’ll reward me— 
and I’d rather work for him.” 


Free shoes for life 


If a shoe retailer wants to make a really big splash 
on opening a new store, Henry and Jack Goot, owners 
of Goot Shoes, Scottsdale, Ariz., have the ideal recom- 
mendation. 

“Just give away free shoes for life,” Henry Goot 
said. “Nothing else will attract as many people.” 

During the opening week for their store the Arizona 


” 


_ public was informed that three winners’ names would 
| be drawn, each to receive three pairs of shoes every 


year for life, from any department in the store. “There 
were absolutely no restrictions,’ Henry Goot said. “The 
contestant had only to visit the store, take a look at 
what he had to offer and sign his name on a registra- 
tion blank.” 
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Deymour 


onceptions 


in...Custom-Designed Lasts and 


Original Pullovers for 


Development of “Wardrobe of Shoes” 








MARBON CHEMICAL 





for shoe heels 


ERICA’S 
LEADING / 


YEOLAC. 


THE BORG-WARNER o—u ric 


THAT IS TOUGH, HARD 


Shoe industry leaders have too mela 


at stake to risk using a material they ~ 
can’t trust. These leaders—and many © 


others in the industry —are now ; 
Cyco.ac for the tall and thin women’ 
shoe heels that fashion has decré 


CycoLac—the ABS plastic fro 
Borg-Warner—is being used by more ~ 


and more manufacturers because it 
offers maximum resistance to flexural 
fatigue failure. It also resists shock 
and heat distortion, thus practically 
eliminating breakage. 

If you are not now using CycoLac 
write today for information on this 
superior shoe heel material—the plas- 
tic that is setting new standards for 
women’s shoe heels. 


*Names On Request 


Write Dept. D-4 


WASHINGTON WEST VIRGINIA 


j 
7 
*K 


Division BORG-WARNER 





“You have 
to be quick on the draw” 


“No two feet are alike. Each 

child’s foot requires special care. 

We don’t fit them if they don’t 

need it. We keep a file of every 

customer and advise parents 

when to come back to have their 

children’s feet checked, but their 

feet haven’t always grown 

enough to need new shoes. We 

—, try to make each parent under- 

MRS. PORTER stand that eyes and feet are the 

most important assets to a child. You can’t get new 
ones.” 

These succinct statements by Mrs. Robert Porter, 
owner-manager of Porter’s Junior Shoes of Aurora, 
Colo., explain why, in less than five years, her busi- 
ness has grown so much that she has had to move 
to larger quarters. Aurora is a fast-growing suburb 
with many big, young families, many of which are 
attached to Lowry Air Force Base and Fitzsimmons 
General Hospital. When the personnel is transferred, 
she continues to send shoes to all parts of the globe. 

A typical letter from M/Sgt. Thomas D. Winter, 
now with an APO address in Verona, Italy, stated: 
“We received the shoes you sent for our daughter. 
They fit perfectly and we are completely satisfied. It 
certainly is a pleasure conducting business with your 
fine organization. We will order again from you when 
the time arrives to replace the shoes for our daughter.” 

Corrective business represents 55 to 60 per cent of 
her shoe sales. When she bought Cheney’s Junior 
Shoes from Lowell Cheney, for whom she had worked 
six years, she visited many doctors and sent literature 
to new doctors at Lowry and Fitzsimmons. Her card 
is on the bulletin board in the hospital’s brace shop. 
To further advertise her junior shoe store, she uses 
church bulletins and local papers. Her store sponsors a 
bowling team at Fitzsimmons to further build up good- 
will and she sponsored a small radio safety-first pro- 
gram aimed at children. 

She and her sales staff wear red smocks on which 
are printed large gray puppies or blue smocks printed 
with brown cocker spaniels “to rid the children of any 
fright at getting fitted.” She sizes her stock once 
weekly and tries to maintain a three-deep stock in 
babies’ shoes. 

“You have to be quick on the draw in this junior 
business,” she explained. “We do a lot of suggestive 
selling, suggesting, for instance, a pair of canvas shoes 
to rest the feet and to alternate with more rugged and 
dress shoes. As a result, we sell regular shoes right 
through 12 months of the year. As for loafers, I never 
show them unless the customer asks for them and 
then try to sell them as an extra pair to wear occa- 
sionally.” 

She specializes in Edwards shoes and also stocks 
Redball Footwear, Summerettes and Jets and Tex 
Mocs. 
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Mr. Retailer: When You Sell Canvas Footwear — : 
BEWARE of Hot, Heavy, Non-Breathing Sponge Insoles 


New VULCO-SPONGE gives free breathing, 
tweight, cool cushioning 





CROWN VULCO-SPONGE SELLS CANVAS SHOE COMFORT 


portant feature: VULCO-SPONGE can be “‘built-in”’ 
during manufacture . . . first and only cushioning of 
this type proven to resist vulcanization temperatures. 
Customers will appreciate the fact that now feet can 


that is light-weight stay drier, socks can stay drier... giving better condi- 
and you'll make more sales! 


VULCO-SPONGE is a new type of sponge latex ... 
made especially for sneakers and other types of vul- 
canized shoes. Millions of interconnecting latex cells 
are combined into a new cushioning that stays cush- 


iony, resilient and comfortable... 
and porous...and is extremely durable. Another im- __ tions of foot health... 


Only VULCO-SPONGE gives you these selling features: 





POROUS AND FREE-BREATHING LIGHTWEIGHT AND COMFORTABLE RESILIENT AND LONG-LASTING 
—_—_—— No hae Se 
packing, flattening 
Th ds of tin VULCO-SPONGE out with wear or 
ae 3 y is light . . . two to hardening with age. 
— rm" tam’ naole . « three times as light Special VULCO- 
m= toce + e insole... as the old type SPONGE construc- 
h sy Ing hen sponges. You get tion is flexible and 
eat, perspiration, high cushioning resilient . . . giving 


moisture and odor. comfort with low Dron Seusiiadion 
support so necessary 


for good foot health. 














To build repeat sales in canvas footwear, offer cushioning that satisfies 
your customers. Insist on VULCO-SPONGE in canvas shoes you sell. 
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TRADE TRENDS 





AN ANALYSIS OF 


Variety chains ‘“‘go discount” 

Entry of F. W. Woolworth and S. S. Kresge, along 
with W. T. Grant and J. J. Newberry, into discount 
selling marks another phase in the development of 
the big discount department store chain. All four 
are major variety store chains with Woolworth’s 
3,483 stores over the world (2,075 in the U. S.) mak- 
ing it the biggest. The former “five and ten” store 
hasn’t detailed its discount plans yet but indicates 
the new operation will consist of separate stores. 
Chances are Kresge, Grant and others will follow 
this lead, already taken by several major depart- 
ment store and shoe chains, set up separate discount 
department store divisions. 


Still to come — and a natural progression — is the 
widespread movement of the big food supermarkets 
into general discount field. Stop & Shop supermarket 
chain in New England recently purchased Youth 
Center Stores, Inc., and Bradlees, Inc. Kroger Co. 
bought Sav-On-Drugs, Inc., a discount drug chain, 
reports it will launch wide scale drug operations. 
It could easily expand into footwear, another big 
traffic builder, although management says it will 
avoid fashion items for the present. Penn Fruit Co., 
Inc., a Philadelphia food market, has purchased Kid- 
die City, self-service children’s wear and toy chain. 


“Shaking down”’ process ahead 


It’s apparent there’s plenty of expansion room still 
available in the new “scientific approach” self-ser- 
vice discount operation. And shoes will undoubtedly 
play a considerable part in the expansion. But be- 
cause the spread of discounting has been so fast, 
the inevitable “shaking down” process looms in the 
foreseeable future. The more that pour into this 
field, the sooner the term “discount house” begins 
to lose all meaning. Tremendous competition among 
discounters as well as growing competition from the 
traditional retailers will hasten the outcome. 


Average shoe retailer should consider two prime 
questions before grabbing at discount rainbow. 
First, after discount field becomes crowded with 
huge chains backed by unlimited capital and plenty 
of know-how, will there be room for the smaller in- 
dependent operator? Second, where is the limit to 
the potential of discount shoe business? Some un- 
derstanding of the implications of these questions 
may help the independent decide whether he has 
any real future in discounting or whether he’ll do 
better to stay in the traditional field, sharpen up his 
present operations. 


IMPORTANT 


INDUSTRY NEWS 


Survival of the big 


On the first question, there are many who believe 
only the big chains will survive the growing pres- 
sures in discounting. Price, they say, will mean 
less and less as consumers, soon taking price for 
granted, will begin looking for extras, such as ser- 
vice, credit, etc. Sears, Roebuck, which has been 
offering savings to consumers for years, feels the 
appeals of quality and service will slowly take over 
again. With little or no leeway on markup margins, 
now as low as 22-25 per cent, discounters will even- 
tually be forced to raise prices in order to increase 
services. Upgrading is expensive. 


The other side of the picture will find traditionalists 
bettering their own services, stepping up their mer- 
chandising. Once consumers outgrow the novelty 
of the discounter appeal, many will turn to the “new 
look” of the non-discounter. Many of the latter will 
be reducing margins, edging closer to the discount 
prices. If they ever become comparable, discounters 
will find themselves losing much of the “hit and run” 
volume they need. As consumers upgrade with rising 
income over next 10 years, many will drop response 
to price appeal. 


Can discount shoes upgrade? 

Second question—the limits of discount shoe sales— 
concern all shoe retailers. If discount shoe business 
cannot upgrade effectively beyond its present limits, 
the field will constantly narrow. More consumers 
will be upgrading into better quality, better-serviced 
shoe lines than will be “downgrading” into lower- 
priced lines. Sooner or later, the discounters will be 
forced to spread wings, test their flying power in 
the medium-price lines. Crown Self-Service Stores, 
a real pioneer in self-service shoe merchandising, 
believes it can upgrade its appeal but has yet to 
prove it. 


It all boils down to this: there’s plenty of opportunity 
in discount shoes right now but how long will the 
field remain fertile and can the average shoe retailer 
make any long-term gain by jumping into it. Size- 
able operations with considerable buying power, 
capital for expansion and for building identity will 
probably dominate the field before too long. The 
small discounter will find himself far in the rear 
without anything to offer beyond price which has 
lost its magic. The identity he enjoyed previously 
through his brands will also be gone. Not exactly 
a prospect for a profitable future. 
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Merchant must study store image and set 
a course for specific goal, Sheskey says 


By ROLAND M. WRIGHT 


The independent retailer who 
wants to remain competitive amid 
today’s merchandising revolution 
must take a long, hard look at his 
store image, and then ask him- 
self: “Where do I want to go, and 
how can I get there?” 

That’s the advice that William 
Sheskey, vice-president of Bosto- 
nian Shoe Sales Corp., Whitman, 
Mass., gave to retailers attending 
the Temple University Prescrip- 
tion Shoe Fitting Workshop in 
Philadelphia. 

“You can’t go along just as 
you are,” he cautioned. “It’s im- 
possible to tread water.” Those 
who try, he said, may end up going 
the way of the Packard auto. 


Keep alert to changes — Mer- 
chants must remain alert to to- 
day’s fast-changing merchandising 
horizons, Sheskey stressed. Once, 
he said, a manufacturer with a 
good account in the best down- 
town block of a city could relax 
contentedly. Now shopping cen- 
ters, free-standing highway stores 
and discount marts (“these are 
going to be tremendous’) have 
wrought major changes. Even the 
major department stores are start- 
ing to open their own discount 
houses. 

For the traditional-type retailer, 


said Sheskey, all this makes it vi- 
tal to “sit down and take a look at 
yourself.” He took a similar look 
at his own company, he pointed 
out, shortly after joining it. For 
two years he traveled the U. S. al- 
most continuously, covering 225,- 
000 miles to see what retailers 
thought of the firm. 


Points to consider—The Bosto- 
nian executive cited seven areas 
of retail operations for merchants 
to consider when they look in their 
business mirror: 

® Store location: “Is it right 
for today? Is the town moving 
away or toward you? Has a shop- 
ping center come between you and 
your trade?” One discount store 
can change a community’s entire 
traffic flow, Sheskey warned. 

© Windows and interiors: Are 
you decorating them properly? 

® Merchandise: “You have to 
decide what you want your store 
to be, and what class of trade you 
want to attract,” Sheskey said. 
Will the emphasis be on chil- 
dren’s, women’s or men’s shoes? 

. . on fashion or basic merchan- 
dise? Will you develop a brand 
name? It’s also important, Shes- 
key said, to continually review 
your position with your resources. 
“You have a right to see if they’re 
doing the job for you _ they 
should.” 
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© Promotion: Advertising, dis- 
plays, contests, direct mail and 
follow-up cards are all part of the 
promotion plan. As Sheskey put 
it, “There’s almost an unlimited 
number of things to do, and you 
must do them.” Promotion pro- 
vides an opportunity to change the 
pattern of a store’s markets and 
reach new ones, he said. In each 
of his own company’s 150 leased 
departments, every sales clerk is 
required to make 10 phone calls 
and write 10 cards a day to pros- 
pects. According to Sheskey, this 
personal touch has paid off. 

® Service: “The future of the 
independent merchant,” he con- 
tended, “will be almost entirely 
tied to service.” The independent 
can’t compete on a price basis, he 
said, especially when the competi- 
tion includes a discount store. 
Furthermore it’s hard for him to 
compete with the chains in buying 
and merchandising ability. And 
it’s tough to compete with depart- 
ment stores when they themselves 
are vying with the discounters. 

© Personnel: As each new sea- 
son dawns, Sheskey advised, re- 
tailers should have their sales 
staffs try on the new patterns in 
order to spot possible fitting prob- 
lems before they happen. This is 
an important part of personnel 
training, he said. 

® Records: It’s vital to know 
just what’s selling, and only rec- 
ords—not memory—will tell you. 
A retailer also needs to know how 
many pairs of a given lot must be 
sold to turn a profit. 
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MARKETING 
One-stop athletic footwear department: 
an innovation at May Co. in Cleveland 


On the second floor of the May 
Co. department store in downtown 
Cleveland is an industry first. 
There, this spring, was opened 
what is billed as the first one-stop 
athletic footwear department in 
the country. 

The department carries Endi- 
cott Johnson lines. EJ recently 
scored another footwear first by 
becoming the only U. S. shoe man- 
ufacturer to offer a complete line 
of athletic footwear. William D. 
Benjes, vice-president, sales, said 
recently, “We have had acceptance 
far beyond our fondest hopes. We 
have opened 1,300 key athletic 
footwear accounts, which from a 
sales angle is quite an achieve- 
ment.” 

The May Co. department—along 
with similar departments in the 
Cleveland store’s suburban 
branches at Cleveland Heights 
and Parma—is perhaps the most 
conspicuous result. 


Ten-chair setup—The main- 
store department is ideally lo- 
cated, next to sporting goods. Dis- 
play and fitting areas total 400 sq. 
ft., and stock space in back can 
house 3,700 pairs. Ten fitting 
chairs in bold blue upholstery line 
the center of the section. Sus- 





pended attractively over the dis- 
play shelves on each side are clear 
glass panels featuring painted 
sketches of sports equipment. 

The displays are lighted by rows 
of five individual lamps which 
give the sectioned racks maximum 
illumination. Overall color scheme 
is blue and gray. 

The department carries shoes 
for football, baseball, track, golf, 
tennis, boating and other sports. 
What May Co. has done, explains 
divisional merchandise manager 
Herbert Swain, is to combine at 
one location categories of athletic 
shoes that were formerly carried 
at four or five points. 


“Salute to Champions”— Official 
kickoff for the EJ department was 
a “Salute to Champions” dinner 
sponsored by the May Co. and 
Endicott Johnson at the Sheraton- 
Cleveland Hotel several weeks 
ago. The banquet honored the 
high school champions of Greater 
Cleveland as well as nine world- 
famous sports celebrities. They 
were Olympic skaters Carol Heiss, 
Hayes Allen Jenkins and Dick 
Button; Olympic hockey coach 
Jack Riley, pro basketball star 
Elgin Baylor, pro basketball 
coaches Red Auerbach and Carl 


Display racks surround fitting chairs in Endicott Johnson athletic shoe department in down- 
town Cleveland store of the May Co. The section occupies 400 sq. ft. 


Tennis shoe display, one of four windows 
that promoted the new department, carries 
out “honor roll" theme. Featured is star 
Fred Perry. 


Braun, baseball’s Joe DiMaggio 
and golfing great Tommy Armour. 


‘“‘Honor roll’? theme—The 
“honor roll” of sports celebrities 
has been used as the theme of the 
new department, just as for the 
shoe line itself. Photos of the 
sports stars appeared in four win- 
dow displays during the opening 
week. The same pictures are high- 
lighted on shoe box lids, and they 
have been featured prominently 
in newspaper ads. 

Endicott Johnson’s Benjes said 
the tie-in endorsements were one 
reason the athletic shoe line got 
off to a fast start. 

One factor which has helped the 
May Co. is the use of a basic stock 
control to keep inventory up at all 
times. Merchandise is shipped 
from the EJ warehouse in Detroit 
the day an order is received. 


Athletic shoe renaissance— May 
Co. officials are enthusiastic about 
their new department but claim 
it’s still too soon to predict the 
annual volume. Divisional mer- 
chandise manager Swain claims 
athletic shoes have never been 
properly promoted in department 
stores before. Merchandise has 
been carried in many different lo- 
cations, he said, and then only as 
an auxiliary item. 

What has happened in Cleve- 
land may be a step toward chang- 
ing all that. 
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Kroger to add more shoe 
sections if test succeeds 


Self-service discount shoe depart- 
ments have gone into operation in 
an undisclosed number of Kroger 
Co. food supermarkets in the Chi- 
cago area on a test basis. If the 
experiment proves a success, de- 
partments will be added in other 
Kroger units. 

The departments are under the 
merchandising and operational con- 
trol of Crown Self-Service Stores, 
Inc., Chicago, which already oper- 
ates 56 shoe stores and depart- 
ments in five Midwestern states. 
Crown first moved into food super- 
markets early last year, when it 
opened shoe sections in Piggly Wig- 
gly Midwest supermarkets. 

Robert L. Wolf, Crown’s presi- 
dent, said the new venture marks 
the first time that a major national 
chain has installed self-service dis- 
count shoe departments within a 
supermarket. Kroger plans to test 
various types of shoe units tailored 
to the demands of individual stores. 

Crown has set up a separate divi- 
sion to handle its operations in food 
markets. 


FASHION 


Most women like square 
toes in Fontius survey 


Seventy out of 100 women sur- 
veyed in Fontius Shoe Co.’s down- 
town Denver shoe store on the day 
the first order of square toes ar- 
rived said they liked them. Every 
woman customer on each floor 
was asked to try on the shoes, 
walk around in them and look at 
them in the mirror. 

Women under 30 could see them 
only as walking shoes. Those over 
30 definitely liked them. Hosiery 
and handbag saleswomen wore 
them for a _ week, announced, 
“They’re no more comfortable than 
pointed toes.” 

An ad headlined “An Important 
Fontius First in Style!” heralded 
the arrival of the first flattened 
square toes in the store. A 15-min- 
ute TV program told the same 
story, suggesting that the square 
toes will not replace the pointed 
last as a good dress shoe but that 
they should be the extra shoe to 
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slim, trim 


SLIPONS 


To complement today’s slimmer, lighter, 
closer-fitting suits, Yorktown presents 
the slim, trim look in the most salable of 
all styles——the Slipon! All the wanted 
types are here including low-slung Nor- 
wegian seams, new gore top styles, new 
high-rise vamps. The quality is tops... 
and the price is right. 

IN STOCK: 140 men’s styles 

$10.95 — $15.95 retail; and 

28 boys’ styles, $9.95— 

$10.95 retail. 


Men’s Style: 
6733 Black 
Boys’ Style: 
233 Black 


Men’s Style: 
4715 Black 
4716 Black Gold 


Nationally Advertised in 


ESQUIRE © 





FOR MEN AND BOYS 


THREE GENERATIONS OF FINE SHOEMAKING 


also makers of Air-tred Shoes for Men 


GARDINER SHOE CO., INC., GARDINER, MAINE 
New York Office: Marbridge Bidg., 47 W. 34th St. 
Far Western Distributors: 
Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 





supplement the wardrobe. 

The square toes appeared on 
16/8s and flats in price ranges from 
$9.95 to $20. The square toes were 
in black kid only with satin bow 
trim. 


PROMOTION 


Sidewalk sale attracts 
late-evening shoppers 


B. Levy and Son, Scranton, Pa., 
cleaned out odds and ends with an 
unusual sidewalk sale conducted on 


a Monday and Tuesday from 6 p.m. 
to midnight. 

The firm said it had a five-year 
accumulation of shoes in its ware- 
house, including broken lots and 
broken sizes. 

“We can’t and won’t put them in 
our regular stock,” the company 
advertised. “In fact, we don’t even 
want them in our store.” 

The promotion was a good traffic 
puller and the store disposed of a 
large stock without interfering 


with its regular daytime operation. 
Children’s shoes were priced from 





With Monarch Price-Marking, it’s just... 


2 steps to more profit! 


Just “dial’’ needed 
price-marking 
information —and 
then “crank out’ 
the labels. 


So easy to affix 
pressure-sensitive 
labels in clerk's 
spare moments 


Monarch Price-Marking builds profits because: Accurate price and 
selling information creates customer confidence . . . increases 


impulse sales . . . and makes sure each sale is at correct price. 


So easy to use Monarch Model 20 “Dial-A-Pricer”: Just “dial” 
price-marking information. No type to set or stamps to misplace. 
Easily re-set in seconds by a twist of dials! . . . Ideal for varied 
lines or limited quantities. Price-marks retail price, plus other 
stock or selling information on pressure sensitive Senso Labels, 
Gummed Labels, and String Tags. Send coupon for information. 


Fill out the coupon, attach to your letterhead and mail for complete information. 


The MONARCH Marking System Company 


216 South Torrence Street, Dayton 3, Ohio BSR 651 


I am interested in a Monarch Model 20 Dial-A-Pricer price- 


marking machine. Send me information on it—without obligation. 


NAME 





ADDRESS 





CITY. ZONE STATE 





90 


SENSO LABEL... 

pressure sensitive .. . 

requires no moistening 
- - adheres to fiat 

or curved surfaces. 


| 


50¢ to $2 a pair; women’s shoes 
from 50¢ to $2 a pair, and men’s 
shoes from $1.50 to $3 a pair. 


SHOE SHOWS 


Pittsburgh: Industrial 


upturn felt in orders 


With steel production moving up- 
ward and a few mines reopening 
after being closed for a year, an 
optimistic outlook prevailed at the 
Pennsylvania Shoe Travelers’ 
Assn.’s_ recent fall showing in 
Pittsburgh. This feeling was re- 
flected in orders, which were placed 
in quantity for July and August 
delivery. 

Merchants showed no hesitation 
in ordering fall merchandise, mak- 
ing the show definitely a buying 
event. Even work shoe lines—re- 
garded as an accurate barometer of 
the state of business in the Pitts- 
burgh area—came in for a larger 
share of orders than before. The 
hand-to-mouth ordering which had 
characterized the previous two sea- 
sons’ shows was gone. 

All in all, exhibitors indicated 
that orders written were some 15 
per cent over those of a year ago. 

The double needle and 214-needle 
had outrun the triple needle so far 
as customer acceptance is con- 
cerned. There was evidence that the 
newer lasts — with the gentle 
rounded tip and flattened, square 
look—will gain in demand as the 
season progresses. The 19/8 heel 
promises to be the favorite because 
of the ready-to-wear influence and 
also the casual and lower heel in- 
fluence. 


Western boot lines find 
lighter colors popular 


By VIVIAN ANDERSON 


Lighter colors, narrower toes and 
walking heels are strong trends in 
western boots for adults and chil- 
dren. Buyers from 15 states and 
Canada revealed this as they placed 
orders among 11 leading boot man- 
ufacturers showing at the fall and 
winter market of the Rocky Moun- 
tain States Men’s and Boys’ Ap- 
parel Club in Denver. 

Sales to stores in the Midwest, 
Far West, Southwest and Canada 
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are better than a year ago, boot Seamless saddle-side—Big in- 
manufacturers said. Boot retailers terest was noted in new seamless 
are having to work harder, but saddle-side boots, designed so that 
they are placing larger orders and no seam rubs the saddle. While nar- 
are optimistic over fall and winter rower toes, including saber-toe 
prospects. styling, sold in volume, many or- 
: ders were placed for box toes. A 
Stovepipes prevail—Stovepipes pew snip-nose toe, designed on a 
and 12-in. heights were ordered in  «Neyada top” (shallow scallop), 
the largest quantities. In popular sold well, as did new square-top 
priced lines, light shades of tan boots made of palomino-colored 
and bone colors were predominant; = yerona cowhide. Wellington boots 
in higher-priced custom boot lines, _ in smooth and rough leathers rep- 
blacks and darker browns were still _ resented a large percentage of the 
selling best in staple boots. How- orders placed. 
ever, one custom house reported 


big activity in honey buffalo and 


: Si an If you don’t do it NOW 
honey sealskin boots. Kansas City: New toes you will lose a lot of sales 


Water buffalo remains a big item gain retailers’ interest of Dr. Scholl’s Appliances 


meer om lines. hes apse Buying at the Heart of America and Remedies by not 
P g easton PO — — Shoe Show, sponsored by the Cen- having yvour Window Trim 
for boots with new buck-stitched gy 


: 5 tral States Shoe Travelers Assn. . : A 
tops, stovepipe heights and, doggin mae edi City ‘~ siaadiaked 0 in on nationally advertised 
heels. Twelve-in., thin-lined wing- ial 


i ] some veteran salesmen that a ‘ 
tip boots sold well. Ina top custom _hysiness upturn is around the cor- D r AYa/) YAK 
house, retailers of westefn wear per and to others that the upturn va ; 
were matching boots with working _ has already passed the corner and FOOT COMFORT WEEK 
cowboy coats, shearling-lined, re- is here. 


tailing for $24.75, and with match- Such evaluations of the show as June 17 to 24 
ing split cowhide vests selling for “up-to-par, about like any show 
$12.95. in normal times,” or “very good, i 


uses auvearrounnt || Vhen Comfort Comes 
DRAGSTER in Color 


Goodyear Welt 
wsroce ON MPA Customers Come 


in Crowds 


Jay-Thomas slippers sell — their 
colors catch the eye and their 
comfort clinches the sale. 








* Foot Comfort Reg. U.S. Pat. Off. 

















Price $5.75 The SHAG-MOP HI-BOOT by 
ee Jay-Thomas is offered*in pink, 
blue, lilac, beige and red. Genu- 


the YEAR ’ROUND ee Pas AND : ea ine, electrified long hair shear- 
DRAG RACING «* HOT RODS -« GO KARTS »  __ ling, foam padded insole, 
= seal wy spot White ‘‘Jaguar’’ insert, white tong, é leather outsole, Orlon 
checkered flag emblem, hard tapered heel, steel shank, ; : mi i ’ 

NEOLITE sole. #79518, black with white insert, mens ; lining. Mises’ and 
6-12, B & D, $5.75 : Children’s sizes. 
BOYS #77518, as above, D widths, sizes 3-7, $5.00 


e "Send today for brochure 
einen INC. 


Write for complete New Catalog of Boys & Mens Welts. 


DEPT. 6S, A.S. KREIDER & SON CO. 2360 North 30th St. 


PALMYRA, PA. Milwaukee 10, Wis. 
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very enthusiastic,” were supported 
by the actions of buyers. They 
showed little price resistance; 
they made few discouraging re- 
marks about business prospects, 
and they had a positive interest 
in the new square and crescent 
toes. 

Although the pointed toe was 
still the top seller, buyers selected 
enough of the newer toes to indi- 
cate that this style is on the fash- 
ion doorstep—and actually inside 
the door in the lower-heel models. 


In color preference, the blacks 
and browns led, but the grape and 
green families enjoyed popularity. 

For girls the traditional high 
interest in the dainty flat held its 
own, and there was a good busi- 
ness in the little half boot for 
wear with leisure tights. This in 
itself was accepted as an indica- 
tion that business is not in the 
doldrums. Families are still inter- 
ested in spending for the frivolous 
as well as for the practical foot- 
wear. 


600 NSF exhibitors sign 


More than 600 manufacturers 
have reserved exhibit space at the 
National Shoe Fair, Sept. 24-27 in 
Miami Beach, according to Shoe 
Fair manager George Gayou. He 
said another 100 firms are expected 
to join the list. At the last Fair in 
Chicago, 790 companies exhibited. 

Five hotels will house the Miami 
Beach exhibits: the Fontainebleau, 
Barcelona, Saxony, Sorrento and 
Montmartre. 


TRANSACTIONS 
Genesco, Rayne to join 
in Delman retail venture 


The 11 Delman stores in major 
U. S. cities may soon be operated 
by a new firm called the Rayne- 
Delman Co. Genesco, Inc., present 
owner of these stores, and H. & M. 
Rayne, Ltd., prominent British 





LESS TIME 
at the Fitting Stool... 


manufacturer-retailer, announced 
plans recently to form the new 
company as a joint venture. 
Under the agreement Genesco 
will obtain a minority interest in 


MERLIN (TM) Rayne, Ltd. Chairman of Rayne- 
| Delman will be Edward Rayne of 
way: London, and president will be J. 


Satisfied Customers 


Leon Touro, who operates the 
leased shoe department at Bon- 
wit Teller, Boston. (Genesco con- 
trols the Bonwit Teller stores.) 

The Delman stores, which sell 
women’s high-style footwear in the 
$30-$50 range, are in New York, 
Philadelphia, Detroit, Chicago, San 
Francisco, Beverly Hills, Pasa- 
dena, Palm Beach, Miami Beach, 
Surfside, Fla., and Southampton, 
NY. 

Design studios for the Delman 
line will be located abroad, prob- 


Yes . . . thanks to an inspired soling 
process that molds a sole and heel 
unit directly to an exact last... 
you can now sell shoes that 
REALLY FIT! 


The new MERLIN Direct Pressure 
Molding process is such an im- 
provement over all other methods 
of vulcanizing that today’s finest 
looking, fitting and wearing foot- 
wear is made by this method. 


As actual reproductions of exact 
lasts, MERLIN-made shoes retain 
shape better. They also wear longer, ably in Paris or London. New man- 
seal out moisture far more effec- ufacturing resources will be added. 
tively. Extra flexible . . . or sturdy ee 
. . . to suit shoe types. Hurrle Brothers Shoe Co., Roch- 
ester, Minn., which operates leased 
departments in Minnesota, Wis- 
consin and Iowa, recently acquired 
the ladies’ shoe department in 
“How to SELL More and Better Shoes Marvin's, at Austin, Minn., from 
oe ae Marvin Brill. 

C.1.C. MACHINERY, INC. Page 

U.S. Distributors of Articor Leatherboard Jack’s Footwear and Clothing 
610 Atlantic Avenue Boston, Mass. Store, Boonville, N. Y., has been 
sold by Mr. and Mrs. Jacob Coahn 
to John Moonan. For five years 
Moonan has owned and operated 
a shoe store in Pulaski, N. Y. 


SAVE FITTING TIME .. . PLEASE CUSTOMERS! 


Get all the FACTS 
on the MERLIN Process . . . TODAY! 


Write for FREE booklet: 
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We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


cancellation 
shoe stores, drive-ins and 
shoe promotion buyers 


Our prices on fine shoes, 
bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 


makers are in line with our 
nationwide reputation 


Quality Shoes Since ‘32 = 

M. K. WEIL Shoe Company 

; ‘While in Town See We 
n Ave., Saint Louis . 


ooms: Los Angeles* Ne 





RETAIL EXPANSION 


Wetherby-Kayser opened its first 
family shoe store in the St. Louis 
area at the Village Square shop- 
ping center in suburban Hazel- 
wood. Wetherby- Kayser stores, 
franchised by Wohl Shoe Co., are 
already established in cities in the 
South, Southwest and California. 
The new unit, managed by Rollo 
Louch, specializes in medium- 
priced footwear. 

In the same shopping center, at 
Golde’s Department Store, is a 
family-type leased department op- 
erated by Cutter-Karcher Shoe Co. 
Manager is Jim McCulloch, for- 
merly of Stix, Baer & Fuller, St. 
Louis. 

a e e 

Carol Shoes has relocated in 
Bridgeport, Conn., opening a total- 
exposure store with no outside 
window displays. Manager is 
Samuel J. Greenberg. 

* e e 


Pete’s Shoe Outlet has been 
opened in Ware, Mass., by Peter 
Koziol, who operates 10 other 
stores in the western Massachu- 
setts area. The new store carries 


men’s, boys’ and little girls’ foot- 
wear. Koziol, a former shoe fac- 
tory foreman, has been in the in- 
dustry since 1928. 


Glynn’s Shoes, a 68-year-old firm 
which originated in Nyack, N. Y., 
and added a Suffern, N. Y., store 
in 1955, has opened a third unit in 
Kingston, N. Y. The company is a 
family-type operation. 

* * e 

Endicott Johnson has opened a 
2,700-sq.-ft. family unit in the 
Suburban Shopping Plaza at Ro- 
chester, N. Y. Thomas Carlson is 
manager. 

e e + 

Bostonian Shoes has opened its 
second Omaha, Neb., store in the 
downtown shopping district, with 
Harold Thomas and Don Enslow 
as managers. A Bostonian store 
opened in the Omaha Crossroads 
Shopping Center last October. 

e « e 

Bowman Shoe Stores now oper- 
ates units in 17 Illinois and Iowa 
cities, with the addition of a Mar- 
shalltown, Iowa, store this month. 
Company President Algot J. Bow- 
man said Marshalltown has been 


considered as a store location ever 
since 1922, when it almost became 
the site of the group’s second unit. 
John Ricknell manages the new 
unit. 

. e * 

The Margolis-Poll Parrot chain 
will open its 20th store in the $12 
million Sharpstown Shopping Cen- 
ter in Houston. President Maurice 
Margolis said the store, which is 
to open in the fall, will be cen- 
trally located in the shopping cen- 
ter. It will have an exterior of 
glass, marble and imported mosaic 
tiles. A feature of the exterior 
will be a 15-foot entrance opening 
—without doors—to permit cus- 
tomer browsing and _ shopping 
from the center’s air conditioned 
mall. 

es © e 

King’s Shoes, Inc., under the 
owner-managership of Frank E. 
King, opened recently in Port An- 
geles, Wash., a city of 11,000. King 
was formerly a store manager for 
Gallenkamp’s in Bremerton, Wash., 
and also Port Angeles. His fam- 
ily-type store is affiliated with In- 
ternational Shoe Co.’s Merchants 
Service division. 
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NSMA Accounting Clinic told to apply 
scientific piece rates for greater profit 


The full utilization of scientifi- 
cally established piece rates and 
other true production costs could 
lead to increased profit, output and 
wages, executives were told at the 
National Shoe Manufacturers Assn. 
Accounting and Office Manage- 
ment Clinic in New York. 

Speaking at a luncheon session, 
John Schwab, an industrial man- 
agement consultant, said produc- 
tion methods frequently can be 
simplified and equitable piece rates 
established. This step would lead 
to “increased production with no 
curtailment in earnings,” he point- 
ed out. It would reward each work- 
er “according to his ability to pro- 
duce.” Schwab urged his audi- 
ence to initiate efficiency studies in 
order to set piece rates conducive 


to higher output and top wages. 


Use direct costs only—In a sep- 
arate seminar which treated an- 
other aspect of the same problem, 
Dr. Charles Reitell, director of the 
Zurn Foundation, said, “Manage- 
ment would obtain greater control 
in manufacturing and marketing 
by using only direct production 
costs” in determining cost per 
shoe. 

Since these costs will vary with 
different amounts of volume, they 
give exact break-even points for 
both high- and low-margin items. 
Sales objectives could then be set 
at volumes which give the great- 
est profit for each item. Fixed costs 
(the so-called overhead expenses) 
would be added only after actual 
unit costs were determined. 


67 firms represented—One hun- 
dred and twenty-five delegates 
from 67 shoe manufacturing com- 
panies attended the Clinic, at the 
Roosevelt Hotel. 

At the opening breakfast ses- 
sion, Henry W. Sweeney, former 
special advisor to the Assistant 
Secretary of Defense, spoke on the 
problem of inducing American 
business to spend more on new 
capital investment. He said that 
only 10 per cent of our gross na- 
tional product is being invested 
in new plants, while in the fast- 
growing industria] nations, with 
whom we compete for world mar- 
kets, 15-20 per cent is being spent 
on new means of production. 

He sharply criticized the Ken- 
nedy Administration’s tax credit 
proposal and said it favors the 
large, well financed manufacturer. 
This proposal allows a tax credit 
based on a percentage of the dif- 
ference between depreciation 
charges and new capital invest- 
ment. Sweeney favors a system 
which would allow a faster write- 
off of equipment in use, in order 
to maintain depreciation allow- 
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ances equivalent to current re- 
placement costs. 


About group insurance—At the 
insurance session, guest speakers 
Benjamin Seligman, labor counsel 
to NSMA, and Jack Shelhard, vice- 
president of Fireman’s Mutual of 
Providence, stressed the need for 
thorough understanding of group 
insurance. They emphasized that 
the retainer portion in group in- 
surance belongs to the group, and 
an understanding of this should be 
obtained from the insurance com- 
panies in writing. 

In the working capital session, 
guest speaker Joseph Farrell, vice- 
president of the First National 
City Bank, analysed the balance 
sheet from a lender’s point of view. 
He stated that the quicker the 
assets, the better the opportunity 
of receiving loans. 

Other seminars dealt with of- 
fice work measurement and _ in- 
creasing office productivity, pro- 
duction tickets and payroll con- 
trols, materials forecasting and 
controls, and electronics and com- 
puters. 
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MARKETING 


|.S. sees growing role 
for the shoe wholesaler 


The old maxim, “Eliminate the 
middleman and solve your distri- 
bution problem,” has long since 
been disproved, Independent Shoe- 
men contends. In today’s shoe 
business, I.S. says, keeping the 
wholesaler can and often does solve 
one’s distribution problem. 

After a study of the wholesal- 
er’s role, the organization is con- 
vinced that he will play an in- 
creasingly important role over the 
next decade in helping both man- 
ufacturers and retailers meet fast- 
changing market demands. At 
present wholesalers handle an es- 
timated 15 per cent of the indus- 
try’s total annual dollar volume. 


Without middleman, problems— 
What has happened when the mid- 
dleman was eliminated? Accord- 
ing to I.S., manufacturers have 
found that this course has added 
distribution problems without les- 
sening costs while retailers “buy- 
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ing directly” have often suffered a 
drop in turnover and profits due 
to inefficient buying. 

Frank T. Underhill, I.S. execu- 
tive director, says, “The growth 
of the mass market and expanding 
competition at every level have 
sharpened the need for efficient 
distribution in the shoe industry.” 

The whole topic is covered in 
detail in a booklet, “The Shoe 
Wholesaler — Specialist in Ser- 
vice,” published by the indepen- 
dent organization. One reason the 
wholesaler has failed to gain rec- 


ognition, it says, is his lack of a 
public relations program. 


The advantages—I.S. lists the 
more notable services provided by 
wholesalers to both manufactur- 
ers and retailers: 

e For the manufacturer: They 
reach markets either too costly or 
inefficient to approach with the 
manufacturer’s sales staff. They 
help the manufacturer maintain 
more balanced production by tak- 
ing delivery of shoes during slack 
periods, provide economical stor- 
age of items at the point of de- 
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mand, tailor their operation to 
the specific needs of a territory, 
help eliminate transportation de- 
lays, pay bills promptly and elimi- 
nate the manufacturer’s cerdit 
risks. 

e For the retailer: The whole- 
saler provides prompt instock ser- 
vice, especially important on sea- 
sonal or fast styles; enables the 
retailer to eliminate the danger of 
large slow-moving stocks; antici- 
pates his requirements; assures 
him a reservoir of marketable 
merchandise from which he can 
draw at short notice, extends 
needed credit, reducing necessary 
investment and making narrower 
margins possible on supplemental 
unbranded footwear; and mini- 
mizes the number of suppliers 
needed. 


$1.1 million contract 


The Sportwelt Shoe Co., Inc., 
plant at Newport, N. H., will manu- 
facture 199,590 pairs of men’s black 
leather combat boots for the Army 
at a contract price of $1,179,973. 


NEW LINES 


Hanan ‘Sprints’ group 
offers handsewn fronts 


Hanan Shoes, a division of In- 
ternational Shoe Co., is introducing 
a new line named “Sprints” for fall. 
Patterns will feature genuine hand- 
sewn fronts with premium leather 
uppers, according to General Man- 
ager Jack Kenney. 

Examples of the new Sprints 
styling are a llama-calf slipon with 
alligator plug and a cherry cordo- 
van slipon. Hanan designer Ted 
Toth is including new, more mod- 
ern styling and a new fashion look 
in the fall Hanan line, Kenney said. 
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But established and conservative 
patterns have been retained. 

Hanan’s new look has been car- 
ried over to its logotype and carton 
design. One familiar element, the 
top-hatted gentleman, has been re- 
tained, however, because of its long 
association value with the Hanan 
brand name. 


Felt boots fashioned 
from one-piece blanks 


A unique felt boot is being im- 
ported into the U. S. from West 
Germany. 

The feature of these boots is 
that they are supplied to the man- 
ufacturer as a flat, one - piece, 
seamless blank, looking somewhat 
like a pair of flattened, stiffened 
socks. These sock-like blanks re- 
quire only a sole and trimming to 
make a highly fashionable boot. 

The supplier is Joseph Maxime 
Originals Co., 207 Essex St., Bos- 
ton. 

The boot is intended for after- 
ski wear, regular indoor or outdoor 
wear, and for slippers. For out- 
doors a heavy felt is used; for slip- 
pers, a thin light grade. 

The boots are available in a 
variety of colors and sizes for men, 
women, and children. They are ex- 
pected to sell in the popular price 
range—probably for under $6.00. 

The boot material is 100 per cent 
Merino sheep’s wool felt, which is 
extremely water-resistant, and has 
a surface of velour or suede. It is 
available in a variety of thick- 
nesses or weights depending on the 
end-use of the boot. 

In making the boot, the manu- 
facturer inserts a last of the size 
indicated on the blank and then ex- 
poses the boot to steam for a short 
period. After steaming, the boot is 
allowed to dry. The last is then re- 
moved and the firmly shaped upper 
is ready to be soled. Any type sole 
can be applied by any of the con- 
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Felt boot, before and after lasting 
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ventional methods, including vul- 
canizing. 

A box toe is formed because the 
toe area has been treated by a 
chemical that hardens the felt in 
the steaming process. 


Munsingwear to market 
packaged slipper line 


A complete packaged slipper line 
is being added by the women’s ho- 
siery division of Munsingwear, 
Inc., Minneapolis, it was announced 


by Warren E. Berg, division man- 
ager, at a recent stockholders’ 
meeting. 

The line ($4 and $5 retail) in- 
itially will offer 22 numbers in a 
complete women’s size range. Items 
include both basic and fancy-basic 
styles. Fabrics such as brocades, 
metallic stretch and leather uppers 
will be used, and later will be sup- 
plemented with special novelty 
styles for holiday selling. 

Initially Munsingwear will not 
do its own manufacturing, but it 
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may consider doing so later if the 
line is extremely successful, Berg 
told the stockholders. 

Company officials said Munsing- 
wear has no plans to enter the shoe 
business. 


PROMOTION 


Freeman fall campaign 
built around ‘jury medal’ 


Fifty-nine styles from Freeman 
Shoe Corp.’s fall collection will be 
promoted as “Award Winning 


Styles.~ Each style will carry a 
“jury award medal,” symbolic of 
endorsement by a jury of distin- 
guished figures. 

Freeman’s “jury” includes Hank 
Greenberg, Chicago White Sox ex- 
ecutive; Maurice Evans, noted 
Shakespearean actor; Howard D. 
Johnson, Jr., of the restaurant 
chain; Kyle Rote, star player of the 
New York football Giants, and 
other well known names. 

The campaign will give renewed 
emphasis to the shoe wardrobe con- 
cept, according to Harold F. Pfis- 
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ter, Jr., Freeman director of mar- 
keting. 

The Beloit, Wis., company an- 
nounced plans for its largest one- 
season advertising expenditure to 
promote the line in Time, Holiday, 
Sports Illustrated, The Wall Street 
Journal and Gentlemen’s Quarterly. 
Window and interior display mate- 
rials, newspaper mats, dealer win- 
dow cards and price tickets, direct 
mail pieces, award medallions and 
medallion key chains are offered. 


International Shoe ad 
budget emphasizes TV 


Two-thirds of International 
Shoe Co.’s 1961 advertising and 
promotion expenditures are going 
into television, according to Ad- 
vertising Director A. L. Johnson. 

ISCO is using the Jack Paar 
show two nights a week for 30 
weeks; Dick Clark’s American 
Bandstand three afternoons a 
week for 39 weeks, and spots on 
half-hour cartoon programs which 
reach 90 per cent of the company’s 
nationwide children’s market, 
Johnson says. 

TV is doing a good sales job for 
the company, he reports, with the 
Dick Clark show contributing sub- 
stantially to a 25 per cent sales 
increase in teenage shoes. 

Of the company’s $9 million ad 
budget this year, $5 million is han- 
dled through St. Louis and $4 mil- 
lion by two subsidiaries, Flor- 
sheim Shoe Co., Chicago, and Sav- 
age Shoes, Preston, Ont. Of the 
St. Louis expenditure, about $1.5 
million goes for catalogs, direct 
mail and dealer helps, a similar 
amount for TV spots on children’s 
cartoon programs. 


PRODUCTION 
April output down 2% 


A predicted April increase in 
footwear production failed to de- 
velop, the Census Bureau’s estimate 
indicates. The Bureau said the 
month’s output totaled 48 million 
pairs, a 2 per cent drop from the 
48.8 million pairs of April 1960. 

Men’s dress and playshoe produc- 
tion of 6.8 million pairs was un- 
changed from April 1960. But 
women’s dress and work shoe out- 
put of 14.6 million pairs repre- 


Boot and Shoe Recorder 





sented a decrease of 3 per vent from 
the 15 million pairs of the same 
month last year. 


Kushins occupies one 
of West’s biggest plants 


Kushins, Inc., a manufacturer of 
men’s service, hunting and sport 
shoes, has moved into a new, mod- 
ern one-floor plant in the Santa 
Rosa (Calif.) Industrial Park. 

The 65,000-sq.-ft. plant is one of 
the largest shoe factories in the 
West. It occupies the center of the 
firm’s nine-acre tract, adjacent to 
railroad and truck shipping facili- 
ties. 

The well-lighted factory is ar- 
ranged for straight-line operations, 
from the cutting of the raw mate- 
rial to the finished product boxed 
and ready for shipment. Conveyor 
belts carry shipments to a loading 
platform at the rear. 


1,800 pairs daily — Production 
in the new plant is starting at the 
rate of 1,800 pairs daily, and will 
soon be increased to 2,400. The 
plant has a present capacity of 
3,000 pairs, and new employees will 
be gradually added as production 
increases. J. M. Petersen is plant 
superintendent. 

All electrical connections in the 
plant are suspended from the ceil- 
ing to the individual machines. 
This allows the machines, which 
are not fastened to the floor, to be 
shifted, or new machinery added, 
as desired. 

Another new wrinkle is the use 
of an automatic toe last operation 
with a filament cord in place of the 
usual wire. This is left in the shoe 
and does not have to be removed, 
as is the case with the wire opera- 
tion. Kushins is the first factory 
to use this process in a heavy shoe. 





A Model A Automatic Weld and 
Toe Lasting Machine by United 
Shoe Machinery Corp. is employed. 


Volume plus branded—Kushins 
makes shoes for Sears, Roebuck 
and J. C. Penney, but the bulk of 
its production is in its own branded 
line of Santa Rosa shoes, distrib- 
uted by the firm’s own sales or- 
ganization, Santa Rosa Shoe Co. 

The executive offices and sales 
and warehousing departments for 
Santa Rosa Shoes will continue for 
the present in the old plant, also in 


Santa Rosa, but future plans call 
for adding another building along- 
side the new plant. 


Linda Jo Shoe resumes 


The Linda Jo Shoe Co., a manu- 
facturer of novelties, flatties and 
loafers, has resumed operations on 
a small scale after being closed 
down for several months. The com- 
pany was granted a Small Business 
Administration loan of $300,000. 
By July, company officials hope to 
employ 200 persons. 
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Work measurement cited 
as profit-lifting technique 

The New England Shoe and 
Leather Assn. recently held an 
all-day “Work Measurement Sem- 
inar”’ in Boston and set an atten- 
dance record for its Industrial 
Management program, according 
to Maxwell Field, executive vice- 
president. 

Thirty-six shoe executives from 
27 factories heard Carroll explain 
the importance of work measure- 
ment as a modern technique for 


the shoe industry to control costs 
and increase profits. He stated 
that time, the largest part of cost 
that management can control, is 
the biggest factor in buried profits 
in all industry today. 

Carroll indicated that, though 
time study helps to reduce labor 
and inventory costs and increase 
capacity, more consideration should 
be given to generating standard 
data sheets to increase consistency, 
coverage, clarity and confidence in 
order to take full advantage of 
measured work. 
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Osceola Shoe expands 


facilities, adds salesman 


Osceola Shoe Co., Osceola, Ark., 
a maker of men’s specialty slippers 
and casuals for the volume trade, 
has expanded its — 
production and 
warehousing fa- 
cilities for its 
makeup merchan- 
dise. 

William M. 
Page, Jr., com- 
pany president, 
announced the ap- 
ment of Vincent 
J. Winkopp to the 
sales staff. From 
headquarters in New York, he will 
travel throughout the country vis- 
iting key accounts. Winkopp was 
vice-president in charge of sales 
for Danvers Shoe Co., Manchester, 
N. H., until its closing last year, 
and later was sales consultant to 
Heritage Specialty Footwear Co., 
Holliston, Mass. 


VINCENT WINKOPP 


Allied-Hampshire plans 


new sport shoe factory 


Allied-Hampshire Footwear Corp. 
will open a new plant employing 
about 150 persons in Somersworth, 
N. H. 

Only last June the firm moved its 
Somersworth operation to Saco, 
Me. It has another plant in Houl- 
ton, Me. 

Officials said the new plant will 
manufacture women’s and _ teen- 
agers’ sport shoes. The firm’s 
Maine plants will not be affected. 


Vaisey-Bristol expands 


Vaisey - Bristol Shoe Co., Inc., 
has completed a 23,500-sq.-ft. addi- 
tion to its office and warehouse 
building in Monett, Mo. The firm 
began production at its Monett fac- 
tory building, a separate structure, 
four years ago. 

The addition fills company needs 
for additional storage space for 
shoes made in Monett, Marionville, 
Mo., and Ponce, Puerto Rico. Out- 
standing feature of the depot is a 
2,500-ft.-long conveyor system 
which winds throughout the struc- 
ture on two floors. More than half 
a million pairs of shoes are carried 
in stock, servicing more than 3,000 
accounts. 
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New firm makes flats 


Flats are the specialty of a new 
manufacturer, Lake Shoe Crea- 
tions, 556 Broadway, New York. 
These shoes have 6/8 heels, some in 
unusual shapes and some conserva- 
tive. Toes are either square or 
pointed. The leathers are varied, 
though Hector Lago, president of 
the firm, says colored suedes are 
selling best. Price range is $10.95 
to $12.95 retail. 


LITIGATION 


FTC-Brown hearings 
to resume on West Coast 


The Federal Trade Commission 
wil carry its probe of alleged price 
fixing by Brown Shoe Co. to the 
West Coast next month. Next step 
in the lengthy legal proceeding will 
be six days of public hearings in 
Los Angeles, San Francisco and 
Portland, Ore., starting July 14. 

The hearings are being held in 
many cities around the country on 
charges that Brown (1) required 
franchise dealers to maintain 
fiixed prices, and (2) barred them 
from handling competing lines. 
Brown has denied both charges 
and, in each city, has produced 
salesmen or merchants who have 
also denied both. 


Washington hearing—At a re- 
cent hearing in Washington, D. C., 
the FTC was told that Brown 
doesn’t require merchants to main- 
tain fixed prices. Brown’s side of 
the story was presented by J. Har- 
old Fraver, an independent retailer 
from Chambersburg, Pa.; John A. 
Mirra, a former Roblee salesman 
and now with Town & Country; 
Morris E. Tuftin, a Buster Brown 
salesman, and George H. Coker, a 
Brown field representative. 

Presenting the government’s case 
were James Timony and Eugene 
Caplan, both of the FTC’s Bureau 
of Litigation. 

At a similar hearing in Dallas, 
13 of 14 witnesses testified they 
were under no price pressure from 
Brown. 


The end is not near—The case 
is many months from its conclu- 
sion. Additional public hearings 
will run for many weeks. Then the 
FTC hearing examiner in charge 
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of the case will make his decision 
and publish his recommendations. 
Under FTC rules, a hearing exam- 
iner’s recommendations automati- 
cally become the decision of the 
Commission unless stayed or ap- 
pealed. 


MANAGEMENT 


Genesco shifts Ornsteen 
to New England division 


Genesco, Inc., has appointed Alan 
Ornsteen, former president of Del- 
man Shoes, as assistant director of 
its New England 
division. He will | 
serve under Harry © 
A. Bass, division 
director. 

Genesco’s Del- 
man interests 
may be merged 
with Rayne - Del 
man Co., a new 
American com- 
pany now being 
formed (see Re- 
tail News). 

The New England division in- 
cludes Mannequin Shoes, Inc.; 
K. L. Shoe Co.; Kleven Shoe Sales 
Co., and Wise Shoe Stores, Inc. In 
his new post, Ornsteen will also be 
executive vice-president and a di- 
rector of each of these firms. He is 
a former vice-president of Manne- 
quin. 


ALAN ORNSTEEN 


Jags officials named 


George Faleck is president and 
Peter Barton is vice-president of 
Jags Unlimited, Inc., 155 West 23rd 
St., New York, a new firm organ- 
ized to style and merchandise men’s 
leisure footwear. Mrs. Nancy Knox 
is secretary and Saul Litvack is 
treasurer. 


FINANCIAL 


Brown first-half sales 


and earnings decline 


Brown Shoe Co. blamed “the gen- 
erally slower economic condition as 
well as reduced retail business” for 
a reduction in the company’s sales 
and earnings for the first half, 
ended April 30. 

Clark R. Gamble, president and 
chairman, said net sales totaled 
$146.6 million, a decrease of 2 per 


cent from the $149.6 of the same 
months last year. Earnings were 
$5 million (or $2.67 per share) 
compared with $6.2 million (or 
$3.33 a share), a 19 per cent drop. 

Gamble pointed out, however, 
that 1960’s first half was a record- 
breaking period for Brown. He 
said also that wholesale orders have 
shown a recent increase and retail 
sales “are experiencing a good 
pickup.” 


Genesco 9-mo. profits 
dip while sales rise 11% 


Genesco, Inc., net profits declined 
4.4 per cent in the nine months 
ended April 30 in spite of an 11.7 
per cent increase in net sales. Net 
earnings were $6.8 million, or $1.71 
a common share, compared with 
$7.1 million, or $2.02 a _ share, 
earned in the like nine months a 
year ago. 

Net sales totaled $251.8 million 
compared with $225.5 million. 

Included in the report are sales 
of $8.6 million and operating in- 
come of $1.4 million from Kings- 
boro Mills, Inc., which was acquired 
in 1960 on a pooling-of-interests 
basis. 

A spokesman for Genesco in New 
York declined to give a report of 
earnings and sales of the company’s 
shoe operations alone, but said that 
profit margins there were much 
narrower and sales had declined as 
compared to a year ago. 


EVENTS 


Louis Schaefer to speak 
at NSMA-TCA breakfast 


Louis J. Schaefer, executive vice- 
president, sales, of Brown Shoe 
Co., will be a speaker at the Leath- 
er Show breakfast Tuesday, June 
20, at 8 a.m. at the Statler Hilton 
Hotel, New York. The Tanners’ 
Council of America and the Na- 
tional Shoe Manufacturers Assn. 
are co-sponsors. 

Schaefer will discuss current 
problems and prospects in shoes. 
Clayton F. Van Pelt, president of 
Fred Rueping Leather Co., will 
do the same for leather. Murray 
Shields, a top economic consultant, 
will analyze the business outlook, 
including the prospective rate of 
recovery. 











It’s high time you put in your 
Window Display of Dr. 
Scholl’s Foot Comfort* Rem- 
edies and Appliances if 
you want to cash in on 
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* Foot Comfort Reg. U.S. Pat. Off. 





SWE to hear Millers 


Jerry and Margaret Clark Miller, 
principals of Margaret-Jerrold, 
Inc., New York, will address a 
breakfast meeting sponsored by 
Shoe Women Executives, Inc., June 
19 at 8:30 a.m. in the Hotel Statler 
Hilton ballroom, New York. Tickets 
($5.25) are available from Marion 
Greenway, 139 East 35th St., New 
York. 


‘210’ golf tourney set 


The annual eastern division golf 
tournament of The 210 Associates, 
Inc., industry philanthropic foun- 
dation, will be held June 28 at the 
Blue Hills Country Club, Canton, 
Mass. Six silver bowls will be 
awarded. 

To attract non-golfers to the 
event, attendance prizes will be 
presented to them as well as to 
the golfers. A dinner at 7 p.m. 
will replace the usual buffet. 

The tourney is limited to per- 
sons in the shoe, leather and allied 
trades. Chairman of the golf com- 
mittee is Ben Engleman of Gilbert 
Freeman Inc., Boston. 
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the shoe with the magic cust 


TWO FAST- SELLING 
STYLES TO BUILD 


YOUR PROFITS 


Here’s fit...style... comfort 
at prices to make you money! 


You need this style to boost spring-summer 
sales! Smart bone calf and bone Martini Ny- 
lon mesh, open toe, 14/8 Cuban heel, rubber 


William Rossi to address 
rubber footwear makers 


William A. Rossi, executive edi- 
tor of BOOT AND SHOE RECORDER, 
will address the footwear division 
of the Rubber Manufacturers 
Assn., June 20, during the asso- 
ciation’s annual meeting in Great 
Oaks, Md. 

His topic will be “Trends Influ- 
encing the Rubber Footwear In- 
dustry.” He will discuss trends in 
marketing, styling, technology and 
merchandising which have current 
and future effect on the design, 
selling, production and consump- 
tion of rubber footwear in the U. S. 


MISCELLANY 


Buskens ads win award 


A 1960 campaign for the Buskens 
line of women’s and girls’ footwear 
won an award “for creative excel- 
lence in magazine advertising” for 
Lloyd Advertising, Inc., Boston 
agency. The firm received the first 
annual Hatch Award in a competi- 
tion sponsored by the Advertising 
Club of Boston. The contest con- 
sidered “the total effectiveness of 
the advertising” in major media 
categories. 


Acme Boots on 2 covers 


Acme Boots were pictured twice 
in a single month on the covers 
of nationally known magazines. 

The Saturday Evening Post re- 
cently pictured a young “cowpoke” 
asleep in a beauty shop while his 
mother sat beneath the dryer. A 
prominent and colorful part of 


his western attire was a pair of 
Acme’s “Golden Angus” boots. 
Meanwhile, the cover of Western 
Horseman pictured a young cow- 
boy-to-be being fitted with new 
boots from an Acme box. 


top lift, 50 last. Sized AAA, 7-10; AA, 6-10; 
A, 64-10; B, 44-10; C, 6-10, all IN-STOCK. 
A solid value at $6.35, to retail at $10.95 
with long mark-up! 
PADGENT 





MBE NE ANS 
NEW DILUTER SET 
44 Colors from 48 Basic Dyes 


FREE 8-PAGE BOOKLET 
“How to Dye Fabric Shoes’ 


EVERETT & BARRON COMPANY 
166 Valley St., Providence, R.1. 


Wonderful comfort and fit! Bone elasticized 
kid, gold-color ornament, 14/8 Cuban heel, 
rubber top lift, 47 last. Sized AAA, 5-11; 
AA, A, B, 4%- 11; C, D, 5-11, all IN-STOCK! 
(Available in D & EE, 5-11 on make-up). A 
fast seller at $6.35 to retail at $10.95 with 
long mark-up! 
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separate paths for resources marts? 


The December Leather Show is cancelled but a 
January show is under consideration. The Allied 
Products Show will be held as usual. 


Next December, for the first 
time since 1937 (except for the 
war years), the Leather Show and 
the Allied Shoe Products Show 
will not run concurrently. 

After six months of rumor and 
speculation in the industry, the 
Tanners’ Council of America con- 
firmed at the end of May that its 
December 1961 showing in New 
York is cancelled. The Council 
added, however, that a Leather 
Show early in January 1962 is pos- 
sible. 

TCA made the long-awaited an- 
nouncement quietly — almost si- 
lently—in a three-line statement 
on an inside page of its weekly 
bulletin to members. 

A few days later, the Allied 
Products Show confirmed plans to 
hold its December show anyway— 
but a week earlier than usual, on 
Dec. 2 to 5. 


“One-stop marketplace” — Clar- 
ence R. Heyde, executive director 
of the Allied Show, said this event 
is being expanded into “a single- 
stop marketplace for shoe manu- 
facturers, buyers and styling ex- 
ecutives,” in the New York Trade 
Show Bldg. Exhibits will take in 
the entire family of materials, 
products and services needed to 
prepare fall-winter shoe lines for 
1962, “including upper leathers 
and fabrics.” 

In recent seasons, a handful of 
upper leather tanners — notably 
Colonial Tanning Co. and General 
Split Corp. — have shown their 
lines in the Allied Show at their 
own request. In view of Heyde’s 
announcement, the _ possibility 
looms that an appreciable number 
of the 100-odd Leather Show ex- 
hibitors may move into the Decem- 
ber Allied Show, lured by the ear- 
lier timing. 
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“Expect full building” — Will 
Allied Show officials make a strong 
bid to attract upper leather tan- 
ners to the December showing? 
Heyde declined to say, pointing 
out that plans for December won’t 
be completed until the show’s 20- 
member advisory committee meets 
on June 19. He did say, however, 
“We expect to fill the Trade Show 
Bldg.” 

That would require some 235 ex- 
hibitors, 60 more than will par- 
ticipate in the June show. 

The Leather Show, meanwhile, 
may return to the Waldorf-Astoria 
Hotel from the Statler Hilton, 
trade sources indicate, if the pro- 
posed January show is held. Both 
hotels are being considered. The 
Tanners’ Council has been polling 
exhibitors about a January show- 
ing, and Irving R. Glass, execu- 
tive vice-president, said, “It’s my 
hunch there will be a show.” 

A BooT AND SHOE RECORDER poll 
of a sampling of tanners found that 
all favored the Waldorf as the site 
of such a show. 


Holiday conflict — The RECcoRD- 
ER’S survey revealed that most 
tanners would prefer to exhibit 
later in January rather than soon 
after New Year’s, as proposed in 
the TCA questionnaire. 


Among tanners questioned by the 
RECORDER, the proximity of the 
holiday season was also a major 
reason for rejecting a Dec. 12-13 
show. It’s difficult to talk business, 
they explained, when Christmas is 
foremost in the minds of custom- 
ers. Many tanners, too, are in the 
midst of inventory-taking at that 
time. 


Previous showings cut in—An- 
other factor which has lessened 
interest in the Leather Show as a 


practical marketplace is the grow- 
ing trend among tanners to give 
private preview showings of their 
new leathers in the nation’s shoe- 
making centers. Some 20 key tan- 
ners are currently conducting 
these caravans for several weeks 
in advance of show time. 

Nevertheless, most tanners ques- 
tioned by the RECORDER expressed 
a preference for two Leather 
Shows, not one, a year. Even those 
who conduct caravan showings 
said the New York event gives 
them a chance to reach additional 
manufacturers. Some of these, 
however, think a four-day show is 
unnecessarily long. 


One-show-only advocates— The 
major groups favoring a one-show- 
only policy—in June—are tanners 
of men’s leathers, where seasonal 
changes are relatively slight, and 
tanners of kangaroo leathers, liz- 
ards and other specialized uppers, 
whose market is limited and can 
be covered adequately with a sin- 
gle show. _ 

Those who favor a June show 
only are also proponents of the 
four-day idea. In support of this, 
one tanner of women’s leathers 
spoke in glowing terms of the an- 
nual Semaine du Cuir in Paris, 
held annually in September for 
six days. 


Dates advanced in 1959—Until 
December, 1959, the Leather and 
Allied Products Shows—as well 
as the Shoe Fabric Show—were 
held during February and August. 
They switched to earlier dates to 
give shoe manufacturers more 
“lead time” in preparing their sea- 
sonal lines. 

Fate of the third member of the 
Shoe Resources Market group, the 
relatively tiny Shoe Fabric Show, is 
still uncertain. This show, with 
about a dozen exhibitors, is usu- 
ally held in the Hotel New Yorker 
during approximately the same 
days as the other two shows. 





TCA expects end of hand-to-mouth buying 


The upturn in the economy 
is expected to lead to more 
liberal buying policies 
among manufacturers at 
the Leather Show. 


Officials of the Tanners’ Coun- 
cil of America expect business re- 
sulting from their June 18-21 
Leather Show to amount to a sub- 
stantial increase over sales figures 
for the last year and a half. 

During the last three seasons, 
notes Irving R. Glass, TCA execu- 
tive vice-president, a cautious at- 
titude has prevailed in the indus- 
try toward shoe purchases for 
stock, and the policy of shoe man- 
ufacturers at the Leather Show 
has been to buy only for immedi- 
ate requirements. Retailers too 
have operated with lower inven- 
tory. Now, with the economy pick- 
ing up, Glass expects that retail- 
ers will buy more heavily to 
strengthen their inventories—and 
the effect on tanners will be favor- 
able. 


Four-day show — The Leather 


Allied Show officials 


Leaders of the Allied Shoe Prod- 
ucts Show expect their June 17-20 
showing in the New York Trade 
Show Bldg. to point the way 
toward one of the shoe industry’s 
busiest yet most turbulent sea- 
sons. 

Irving R. Segal, general chair- 
man, lists three factors as indica- 
tive of an active show and a busy 
pre-spring preparatory period. 

® Major transitions in footwear 
styles: Fashion is on a new 
though uncertain course. For ex- 
ample the trend toward squared 
and oval toes is creating chal- 
lenges to shoemaking techniques 
and presenting design require- 
ments. 

* Anticipated new records in 
shoe production and sales for 
1962: With the economy turning 
upward, there are signs of a 
strong finish for 1961 and a 
chance of a real boom in ’62, in 
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Show, usually a two-day event, 
will take place this time over a 
four-day period (Sunday through 
Wednesday) in the Statler Hilton 
Hotel, New York. “The reason,” 
Glass says, “is to provide all buy- 
ers with more time to see the ex- 
hibits and to spend time they 
know is available to discuss an 
exhibitor’s line.” 

According to the Council, be- 
tween 7,000 and 8,000 persons are 
expected to attend the show. It’s 
the only Leather Show scheduled 
for 1961, since the December event 
has been cancelled—with a Janu- 
ary 1962 showing an alternate pos- 
sibility. 

Exhibiting tanners, who account 
for 90 to 95 per cent of all leather 
uppers made in the U. &., will 
show their lines for use in spring- 
summer 1962 footwear. 


Honors for designers—At this 
show, for the first time, 10 of the 
country’s leading shoe designers 
will be honored. They will re- 
ceive awards from Leather Indus- 
tries of America, promotional arm 
of the Tanners’ Council, at a re- 


see record spring, busy 


which footwear should share 
healthily. 

© The month-earlier start of the 
spring season: The advance in the 
dates of the big National Shoe 
Fair to late September requires 
shoe manufacturers to prepare and 
complete their spring lines sooner 
than usual. 

Segal, who is vice-president and 
general manager of Middletown 
Rubber Corp., adds, “In the 
months ahead we expect a grow- 
ing demand to be placed on the 
allied trades to deliver the many 
products and materials required 
to feed this rising level of shoe 
production and sales.” 


3,500 may attend—Some 175 ex- 
hibitors will show several hundred 
new products and materials, show 
officials report. These will include 
new developments in leathers, fab- 
rics, and vinyl-coated and other 
items for uppers and linings. 


ception June 19. 

According to Glass, this will be 
“the first attempt to honor Amer- 
ican labels as opposed to imported 
designs.” The designers are being 
cited for their work in creating 
high-fashion, high-quality shoes 
for the mass market. 

Manufacturers and retailers at- 
tending the show will see 50 ad- 
vance shoe styles for spring ’62, 
five by each of the 10 award recip- 
ients. 


Collection offered to retailers— 
The spring shoes will be on dis- 
play at the Statler Hilton during 
the four-day show, each group ac- 
companied by a photograph of the 
designer and a synopsis of his or 
her contributions. 

The collection will then go on 
tour. It is being loaned to shoe 
and department stores across the 
country, upon request to Leather 
Industries of America, 411 Fifth 
Ave., New York 16. 

First promotional use of the 
traveling exhibit will be in the 
women’s shoe department of A. H. 
Macy & Co., New York. 


preparatory months 


Some 3,500 shoemen, stylists and 
buyers are expected to study the 
lines. 

The Allied Show has selected 
the theme “Profit Through Prod- 
uct Design” for the June event. 
Idea is to provide added impetus 
to the expected spring upsurge by 
utilizing fresh developments that 
can spark extra sales. 


“Functional fashion’—Today’s 
new products, show officials say, 
combine two approaches, product 
engineering and design engineer- 
ing, to produce a new concept, 
“functional fashion.” 

“Fashion is no longer ornamen- 
tal alone,” says Clarence R. Heyde, 
executive director of the show, 
“nor can shoe performance be 
functional alone. The consumer is 
demanding smart styling plus the 
maximum satisfaction in shoe per- 
formance —in fit, comfort, wear 
and shape retention.” 
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NEW LINES 
Squared heel by Allied 


Allied Heel Co., Boston, is in- 
troducing a completely new line 
of pre-finished heels. 

Included is a squared heel that 
has been designed primarily for 
the squared-toe shoe and serves 
to coordinate heel with toe. Anoth- 
er new heel, Allied’s Amalfi, has 
an almost curved back and is made 
in many variations by giving dif- 
ferent degrees in the back scoop. 
These heels are broad but cleverly 
cut to look fashionably narrow. 

Stacked leather heels run _ to 
every shape through the medium 
heel to a wafer-thin oval. 


MARKETING 


Dewey & Almy shifts 
shoe products sales unit 


The shoe products and artificial 
leather coating base sales office of 
the Dewey and Almy Chemical divi- 
sion, W. R. Grace 
& Co., has moved 
from Quakertown, 
Pa., to Dewey 
and Almy’s head- 
quarters at Cam- 
bridge, Mass. At 
the same _ time 
these products — 
impregnated fiber 
insoles, welting, 
adhesives and oth- 
er shoe compo- 


CHAS. E. BROOKES 
nents, and artificial leather coating 
base — are being regrouped into a 
new Darex Shoe Products depart- 
ment in Dewey and Almy’s Poly- 
fibron division. 


Charles E. Brookes, formerly as- 
sistant general manager of the 
Endura-Darex department at Quak- 
ertown, has been appointed general 
manager of the new department. 


American firms exhibit 


machinery at Pirmasens 


United Shoe Machinery Corp., 
Boston, in cooperation with its 
overseas affiliates, companies, dis- 
played a wide range of machines at 
the recent International Shoe, 
Leather and Machinery Fair at 
Pirmasens, Germany. In addition 
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to machines produced in the U. S., 
United’s exhibit included others 
from the British United Shoe Ma- 
chinery Co.; the German affiliate, 
Deutsche Vereinigte Schuhma- 
schinen Gesellschaft; and United 
Shoe Machinery de France. 
Machines shown included the 
BUSMC Combined Pulling and 
Forepart Lasting Machine; the 
Goodyear Insole Rib Attaching Ma- 
chine; the Automatic Welt Toe 
Lasting Machine, Model A; the 
Goodyear Inseam Sewing Machine, 
Model D, and the United Power Toe 


Lasting Machine, Model B. 

At the same show, Randolph Ma- 
chine Co., Randolph, Mass., and 
A. B. Svenska, manufacturer of 
Goliath machines which Randolph 
distributes in North America, dis- 
played a new attachment for the 
Goliath machine for injection mold- 
ing of PVC. The attachment will 
service 2-A58 machines and makes 
possible the manufacture, on the 
same machine, of direct molded 
rubber soles and heels to leather or 
canvas uppers, microcellular rubber 
bottoming and injection PVC bot- 








why VOTAN 


for Continental styles? 


ITALIAN influences in men’s_ shoes 
brought in trimmer lines and thinner 
soles. Lots and lots of these lightweight 
soles got soaked through on wet pave- 
ments and retailers had to pass complaints 
on to shoe manufacturers. 


TESTS showed VOTAN sole leather had 
superior water resistance. Furthermore, it 
was remarkably flexible! 


LIGHTER - WEIGHT VOTAN soles do 
outwear most of the ordinary, heavy bot- 
tom stock. For Continental-styled men’s 
shoes, there’s nothing like VOTAN sole 
leather! 


Sooner or later, you’ll use it. Why not 
add this favorable selling feature to your 
offerings now? 


OTAN 


THE SUPER 
LEATHER SOLE 


VIRGINIA OAK TANNERY, INC. 
27 SPRUCE STREET, NEW YORK 38, N. Y. 


Tannery: Luray, Va. 





toming. 

Randolph Machine officials say 
they will shortly announce distribu- 
tion of additional new shoe ma- 
chines and equipment. 

The Pirmasens showing, the larg- 
est exhibit of shoe machinery in 
the world, is held every three years. 
Some 100 members of the National 
Shoe Manufacturers Assn. attended 
the Fair, which featured 482 ex- 
hibitors. 

Largest American display was 
presented by International Shoe 
Machine Corp., Cambridge, Mass. 


Du Pont names Donovan 


to distribute shoe fabrics 
The Du Pont Co. fabrics division 
has appointed Donovan Industries, 
Inc., New York, as a distributor 
for Fabrilite vinyl-coated fabrics 
and Fabrikoid pyroxylin-coated fab- 
rics to the shoe and slipper trade. 
The appointment represents an ex- 
pansion of distribution arrange- 
ments for materials which, accord- 
ing to Du Pont, are becoming 
increasingly important in “all kinds 
of footwear at all price levels.” 





— IMPRESSION 


; and Cupids are making a 
big impression...on 
5,000,000 teenagers...on 
3 out of 4 teenagers in your 
area in the pages of 
Seventeen magazine. 


This Fall! This brand new brand that has already 
impressed retailers from coast-to-coast with its high-price 
Styling in the most popular-price range is now being powerfully 
presented directly to 75% of the teenagers 

who stop to shop in your store. 


Cupids are in-stock. They're styled and priced to sell in-volume. There's a broad 
range of styles and sizes. Our national advertising is backed by 
some of the most impressive in-store promotion materials you ever saw. 


Are you impressed? You will be when 
you see our catalog and our representative. 


Write us today. 


$5.00 — $8.00 
manufactured by 


Phyllis Shoe Company, 95 Bridge St., Lowell, Mass. 





In the past, Donovan Industries 
has been concerned primarily with 
the distribution of high-fashion, 
luxury leathers from major U. S. 
and European tanners. 


Distributes polish line 


B. L. Marder Co., 9551 Cottage 
Grove Ave., Chicago, has become 
the exclusive U. S. distributor for 
the Meltonian line of wax shoe 
polish, manufactured in England. 
Alvin L. Chester, vice-president, 
said the polish will be marketed 
only through shoe stores and shoe 
repair shops. Six shades are avail- 
able. 


Agent for Beggs & Cobb 


Beggs & Cobb, Inc., Boston, has 
appointed Borden & Schwab, Inc., 
Cincinnati, to represent its com- 
plete line of upper leather and 
splits in the Ohio and Indiana ter- 
ritory. 


TECHNOLOGY 


Compo process provides 


vinyl-surfaced leathers 


Compo Shoe Machinery Corp., 
Boston, has formed a tannery prod- 
ucts division to provide special ad- 
hesives, machinery and engineering 
services to the leather and allied 
products industry. Ralph J. Gear- 
son is technical director. 

Initially the division will market 
its Compobond process for vinyl- 
surfacing leathers in a variety of 
patent and leather grained surfaces. 
The process provides a low-cost 
means for tanners to broaden the 
market for sub-standard leathers 
including low-grade splits and even 
many grades of middle splits. 

The method is the result of years 
of research and development per- 
formed in Europe by Gearson, who 
brings to Compo nearly 40 years’ 
experience in vinyl coating, ad- 
hesives technology and _ leather 
chemistry. He founded Southbridge 
Plastics in Southbridge, Mass., in 
1938 and directed the specialized 
processing division for 15 years. 
Recently he has been associated 
with General Split Corp. in Mil- 
waukee and Colonial Tanning Co. 
in Raymond, N. H. 

In the Compobond process, leath- 
ers are surfaced with tough, scuff- 
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proof, coldproof, abrasion resistant 
vinyl films—not coatings but films 
of substantial thickness. A range 
of surface effects and colors can be 
produced such as pearlescent tones, 
standard and novelty grains and 
finishes, and patents and embossed 
patents. Output of a single produc- 
tion unit is about 10,000 ft. per day 
based on 8-ft.-average skins. 

First use of the process was in 
Europe, but the products have been 
successfully marketed in the U. S. 
shoe and allied industries for two 
years. 


Precision fit claimed 
for new Sterlon last 


Sterling Last Corp.’s new Ster- 
lon plastic last permits a degree 
of precision shoe fit previously 
difficult to achieve, the Long Island 
City, N. Y., company reports. 

Tests conducted on the new 
lasts over the past year have 
shown that they do not change size 
or dimension as much as a thou- 
sandth of an inch because of 
shrinkage or swelling from mois- 
ture absorption. According to 


Sterling officials, conventional 
wood lasts are known to alter di- 
mension as much as a full width 
across the ball, along with other 
size changes throughout the toe, 
waist, instep and heel portion of 
the last. 

One series of tests, Sterling 
said, involved the use of two lasts, 
one plastic and one wood, of iden- 
tical size and style. Both were im- 
mersed in water for two days. 
The plastic last, when removed, 
retained its original measurements 
throughout. The wood last swelled 
with moisture absorption, expand- 
ing more than a full width at the 
ball with further dimensional 
changes at toe, waist, instep and 
heel. 


PRODUCTION 


B.B. to expand output 


of PVC soling material 


B.B. Chemical Co., Cambridge, 
Mass., a United Shoe Machinery 
Corp. subsidiary, is planning a 
new facility in Kenton, Tenn., to 
expand production on PVC thermo- 


plastic soling material. PVC is 
being used in growing volume with 
United’s injection molding equip- 
ment for bottoming flat - lasted 
shoes. 

The Kenton plant has been oper- 
ated by the Mears Heel Co. division 
of United which is consolidating its 
wood-heel operation at Kenton with 
branch plants in Troy, Mo., and 
South Charleston, O. This consoli- 
dation, according to E. E. Joiner, 
Mears executive vice-president, is 
in line with the industry’s increas- 
ing demand for plastic heels. 


Textileather div. builds 


Construction is underway on a 
$400,000 two-story office building 
for the Textileather division of 
The General Tire & Rubber Co., 
Toledo, O. Expected to be completed 
early in December, the 24,000-sq.- 
ft. building will be occupied by 
Textileather’s administrative per- 
sonnel, sales department, account- 
ing, production control, purchasing, 
traffic, personnel department, fac- 
tory administrative officials, adver- 
tising and sales promotion depart- 
ment and tabulating department. 
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e Designed for Shoe Stores 


e Priced to Sell! 
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Get a Tighter Grip 
on the 


Boot Market 
with 


GODING 


Kangaroo 
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Here’s a Wellington Boot that will build 
a whole new group of customers for you. 
It is built from genuine imported Kanga- 
roo leather, the lighest, softest, most 
durable leather known. And it has a 
black crepe Squee Gee sole that grips 
wet surfaces with uncanny tenacity. 


This makes the Goding Kangaroo 
Wellington ideal for wearing on slippery 
boat decks, wet docks, or anywhere 
your customers encounter slippery or 
uncertain footing. Show it to your 
boating customers and you'll sell it in 
quantity ... because, unlike most 
Kangaroo boots, the Goding Kangaroo 
Wellington is made to sell at a popular 
price with a full mark-up for you. 


Write today for 
full-color catalogue of the 
entire Goding line. 


* 


GOODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





MANAGEMENT 


Federal names Young 


to succeed Plansoen 


John W. F. Young, executive 
vice-president of Federal Indus- 
tries, Belleville, N. J., a maker of 
vinyl-coated fabrics and vinyl foam 


JOHN W. F. YOUNG LOUIS PLANSOEN 


used in shoes, has moved up to 
the presidency. He succeeds Louis 
M. Plansoen, founder of Federal, 
who retires after 42 years with 
the firm but will act as a con- 
sultant. 

Plansoen and a brother founded 


~ | the business in 1919 with a capital 








Did 
YOu 


Did you know that you 
have no time to lose get- 
ting in your Window Trim 
on our bigger than ever 
nationally advertised 


VERY 10) Lk 


FOOT COMFORT WEEK 
| June 17 to 24 


| * Foot Comfort Reg. U.S. Pat. Off. 











of $8,000. An early customer was 
Henry Ford, who began using their 
coated materials in auto upholstery 
in 1923. 

Today, Federal is an $8.8 million 
business. Its products, sold under 
the Federan trade name, are used 
in shoes, auto seat covers and 
luggage as well as upholstery. 

Federal Industries since 1956 has 
been a division of Textron, Inc., 
a diversified industrial firm. 


Dominion Heel picks VP 


Joseph Bouchard has been elect- 
ed a vice-president of Dominion 
Heel Corp., Ltd., of Canada, an af- 
filiate of Mears Heel Co., Lawrence, 
Mass. Both firms are subsidiaries 
of United Shoe Machinery Corp., 
Boston. 

Bouchard is a veteran at Domin- 
ion, Canada’s largest producer of 
heels for women’s shoes. He has 
held several responsible positions 
with the company and has been in 
complete charge of production at 
the firm’s plants in Montreal and 
Quebec City and in Streetsville, 
Ont. 


MISCELLANY 


Bontex adopts ‘Daisy’ 


A flower-like miss named Daisy 
Bontex has found a permanent 
home in the Bontex trademark of 
Bonded Fibers, 

Inc., Buena Vis- we 

ta, Va., makers of " 
innersole materi- Bontex 
als. The company says Daisy was 
originally designed for an adver- 
tising campaign 18 months ago, 
“to show the quality of freshness 
inherent in Bondex products due 
to an exclusive hygienic process 
inhibiting the growth of bacteria, 
fungi, mold or mildew.” 
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THE JUVENILE SHOE CORPORATION 
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“BUILDING AN IMAGE”: Bill 
Douglas, owner of The Shoe Box 
stores, Houston, has been invited 
by the Arkansas Council of Retail 
Merchants to address a luncheon 
meeting at Hot Springs, Ark., 
June 29. His subject will be “How 
to Create and Build a Retail Store 
Image.” 

e e * 

EASTERN JOURNEY: One of 
the 42 retailers attending the re- 
cent Temple University Prescrip- 
tion Shoe Fitting Workshop in 
Philadelphia traveled 1,700 miles 
(each way) to improve her fitting 
know-how. She is Mrs. Gladys B. 
Porter of Porter’s Junior Shoes, 
Aurora, Colo. Mrs. Porter won 
“longest distance traveled” honors 
with ease. 

e s e 

SUCCESSFUL SALESMEN: 
Frank Marchese, a salesman for 
Union-Fashion Men’s Store, . El 
Paso, Tex., was awarded a Ford 
Falcon in A. E. Nettleton Co.’s 
“Shoe of Fame” sales incentive 
contest. He also won an expense- 
paid trip to the Nettleton factory 
in Syracuse, N. Y. . .. Daniel 
Waterwall, a salesman at Burt’s 
Shoe Store, 607 Main, Houston, 
was awarded a golden “Oscar” by 
Edison Brothers Stores, Inc., for 
fashion knowledge and the way 
he used it to help customers make 
their selections. 


AIRBORNE ANNIVERSARY: 
Harry Butler, women’s shoe buyer 
for May-D&F stores, Denver and 
Colorado Springs, Colo., presented 
his wife with a 25th wedding anni- 
versary gift: a month’s trip to 
England and the Continent, all by 
air. The couple will return in late 
June. 

* . * 

THIS AND THAT: Harold Gold- 
berg, president of Evangeline Shoe 
Co., Manchester, N. H., pledged 
$100 to the Alan B. Shepard Schol- 
arship Fund, launched by a Man- 
chester newspaper firm to honor 
the famed astronaut. ... Llewellyn 
R. Burge, Endicott Johnson Corp. 
accountant-statistician-budget an- 
alyst for the Retail Stores divi- 
sion, is president of the National 
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Assn. of Cost Accountants, Bing- 
hamton Chapter. ... Harry Vise, 
president of Texas Boot Co., was 
elected president of the Nashville, 
Tenn., B’nai B’rith. A year ago, 
his family was named Nashville’s 
“Family of the Year” for out- 
standing community service. 
a co e 


LINKS LUMINARIES: Hough- 
ton Vaughn, Genesco vice-presi- 
dent, won the low gross golf tro- 
phy (donated by Bixby Co. and 
presented by Chesley Bixby) at 
the Southeastern Shoe Trades 
Assn.’s annual golf outing in 
Nashville. Vaughn also received 
a silver punch set. Low net win- 
ner was Harry Kemper, Jr., of the 
Harry Kemper Co., who received 
a silver and mahogany salad bowl 
presented by Texon, Inc. Low gross 
runner-up was Benney Thompson 
of the Brockton Heel Co., while 
Duke Rose, vice-president and 
general manager of Genesco’s 
Johnston & Murphy Shoe Co., was 
victor in the putting contest. Three 
hundred persons were present, 
the most ever. 


HERE AND THERE: Albert J. 
Schiro, president of the Standard 
Shoe Stores, Bangor, Me., was 
elected a director of Merchants 
National Bank of Bangor. He is 
also president of the Maine Merch- 
ants Assn. and a director of the 
Bangor Chamber of Commerce... 
James P. Orr, president of Potter 
Shoe Co., has been elected to the 
board of trustees of the Cincin- 
nati Retail Merchants Assn... . 
John H. Healy, operator of two 
Healy’s Quality Shoe Stores in 
Denver and one in Phoenix, has 
returned to Phoenix as_ store 
manager. 

o 7 * 

DIAPER DEPARTMENT: Leo- 
nard Hack, president of Ripple 
Sole Corp. and treasurer of the 
Hack Shoe Store, Detroit, has be- 
come a grandfather with the birth 
of a 7-lb. son on May 12 to Mrs. 
Lawrence 8. Hack. The child has 
been named Jerome Michael. Pa- 
ternal great-grandfather is Rip- 
ple Sole inventor Nathan Hack of 
Santa Monica, Calif. ... Max Rod- 


gers, manager of Brown’s Shoe 
Fit Co. in Loveland, Colo., and 
Mrs. Rodgers are the parents of 
a son, Jeffrey Kent, born May 17. 
... Fred E. Sherman, operator of 
Sherman Shoes, Detroit and Birm- 
ingham, Mich., became a grand- 
father for the seventh time when 
a son was born April 1 to D. Larry 
and Jane Sherman. The baby has 
been named David Fisher Sher- 
man. 
a + 

EUROPEAN VISITOR: Henry 
E. Douglass, superintendent of 
G. H. Bass & Co., Wilton, Me., 
toured numerous shoe factories in 
England and Italy after attending 
the Shoe, Leather and Machinery 
Fair in Pirmasens, Germany. He 
will evaluate new ideas and new 
developments in shoe machinery 
for their adaptability to Bass pro- 
duction. 

a e 8 

SIXTY YEARS’ SERVICE: 
Some 35 friends and business as- 
sociates from throughout the 
country paid tribute to Clinton 
E. Little, president of The Servus 
Rubber Co., Rock Island, Ill., on 
his 60 years of service in the rub- 
ber footwear industry, at a din- 


ner in Davenport, Iowa. 
a e & 


In allied fields .. . 


HONORED: William Cohen, ex- 
ecutive vice-president of Bixby 
Box Toe Co., Haverhill, Mass., re- 
ceived the B’nai B’rith annual 
award at the award dinner and 
installation of the Haverhill 
Lodge. Among other things, he 
was praised for being the first 
Haverhill person elected president 
of the New England Shoe Fore- 
men’s and Superintendents’ Assn., 
which he now serves as a direc- 


tor. 
oa e = 


JOURNEY TO BRITAIN: W. 
Gail Bird, St. Louis sales repre- 
sentative for C. I. C. Machinery, 
Inc., Boston, journeyed to Bath, 
England, recently to visit the 
plant of his firm’s parent company, 
Cc. I. C. Engineering, Ltd. He 
joined Robert Long, general sales 
manager of the American com- 
pany, for conferences. 
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Mail order ... 


SPIEGEL, INC., Chicago— Ap- 
pointed Allan Kaplan assistant buyer 
of shoe lines, serving under John 
Weil, divisional merchandise man- 
ager of shoes and accessories. 


Other retailers... 


BASEY’S SHOES, Fort Collins, 
Colo.—Appointed James Boughman 
store manager. He started as a sales- 
man in Basey’s campus shoe store at 
Greeley, Colo. 


C&S SHOES, Midwest City, Okla. 
—Appointed Vernon Waggoner man- 
ager. 


MARSHALL SHOE STORE, 3511 
S. Peoria, Tulsa, Okla— Appointed 
John Hooter manager. He formerly 
managed the Marshall Shoe Store, 
Sapulpa, Okla. 


ROSS SHOES, Central Shopping 
Plaza, Miami—Appointed Carl Priem 
manager. 


DR. SCHOLL FOOT COMFORT 
SHOP, Columbus, 0.—Appointed Ed- 
ward Galloway manager. 


FRANK WERNER CO., San Fran- 
cisco — Appointed David Jamison 
manager of the Union Square store 
in the downtown area. 


Manufacturers .. . 


bsaNNER FOOTWEAR CORP., 
Montrose, Pa.—Promoted George E. 
Wendorf from salesman to vice-pres- 
ident and general sales manager. He 
has been in the shoe business about 
50 years. 


BROWN SHOE CO., St. Louis— 
Appointed Barry Somerstein a sales 
trainee, working with Irving Levine, 
sales representative in the New York 
City area for United Men’s division. 


H. H. BROWN SHOE CO., INC., 
Worcester, Mass. — Appointed Carl 
Rice superintendent of its work shoe 
factory. He was with International 


a 


JESSE GLASSER 
Red Wing Shoe Co. 


LOU PLATKIN 
Texas Boot Mfg. Co. 


Shoe Co. for 31 years. 


HAMPTON CORP., Milwaukee— 
Appointed Jay Gerber special sales 
promotion assistant. He will travel 
the country working with salesmen 
and retailers. 


R. P. HAZZARD SHOE CoO., Au- 
gusta, Me.—Appointed Robert Knipe 
to the Boston sales office to cover vol- 
ume accounts. He was formerly with 
Knipe Bros. Ward Hill Shoes, Inc. 

Appointed Cecil R. Ballard sales 
representative. He is president of 
Southwestern Shoe Travelers Assn. 
and also represents Connolly Shoe 
Co., Stillwater, Minn. 


A. 8S. KREIDER & SON CO., Pal- 
myra, Pa.—Appointed Robert Daw- 
son to represent the home office in 
selling, styling and merchandising. 
He was a school teacher before enter- 
ing the shoe business. 


MELVILLE SHOE CORP., New 
York—Appointed Felix P. Juraska 
controller. He will coordinate all 
financial and accounting functions 
for Melville and its divisions, as well 
as the new Meldisco leased-depart- 
ment operation. 


NOCONA BOOT CO., INC., No- 
cona, Tex.—Appointed Del Mason 
sales manager. He has been in the 
boot business since 1937. 


RED WING SHOE CO., Red Wing, 
Minn.—Appointed Jesse Glasser sales 
representative in New Jersey, Mary- 
land, Delaware, Virginia and parts of 
West Virginia and Pennsylvania. 


SIMON & SONS SHOE CO., Low- 
ell, Mass.—Appointed Larry Fox in 
charge of sales in the eastern terri- 
tory, with headquarters in New York. 
This newly formed company makes 
women’s novelty shoes to retail at 
$12.95 and $14.95. 


TEXAS BOOT MANUFACTUR- 
ING CO., INC., Lebanon, Tenn.— 
Promoted Lou Platkin to vice-presi- 
dent and sales manager. He traveled 
Arkansas, Louisiana, Mississippi, Illi- 
nois and Missouri. 


DIXON JENKINS 
Texas Boot Mfg. Co. 


THOS. C. GREGORY EDITH GUSMAN | 
Tyer Rubber Corp. 


Named Dixon Jenkins to take over 
Platkin’s territory. He formerly trav- 
eled for Ed White Junior Shoe Co. 

Appointed Larry Hubbard sales 
representative in southern Texas. He 
was formerly a western wear re- 
tailer. 


TYER RUBBER CORP., Andover, 
Mass.—Appointed Thomas C. Gregory 
sales representative for outstate 
Michigan, replacing Dick DeHaan. He 
was formerly in shoe retailing. 


WELLCO SHOE CORP., Waynes- 
ville, N. C.—Appointed Mrs. Edith 
Gusman consultant for fashion and 
design, with her headquarters in New 
York. She was with I. Miller & Sons 
for five years. 


Allied products .. . 


MEARS HEEL CO., Lawrence, 
Mass.—Appointed Alec W. Nicon- 
chuk, a mechanical and chemical re- 
search engineer, to supervice its 
quality control and product testing 
system and develop manufacturing 
techniques for new products. 


MONSANTO CHEMICAL CO., 
Springfield, Mass.—Appointed Rich- 
ard T. Clark director of sales, vinyl 
products, for the company’s plastics 
division. 


Tanners... 


GENERAL SPLIT CORP., Mil- 
waukee—Appointed Samuel Davis as 
agent, covering women’s and chil- 
dren’s shoe factories in the New Eng- 
land area. Joseph Lanigan continues 
to cover men’s and boys’ shoe plants 
in that area. 


Tanners’ representatives 


SCHOENBERG LEATHER CO., 
Ambler, Pa.—Appointed Eugene F. 
Hess a salesman. He was formerly 
plant manager, Hubler Shoes, Inc., 
Auburn, Pa. 


{Se > Seep 


SAMUEL DAVIS 


Wellco Shoe Corp. General Split Corp, 
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JOBS 


JOBS 





Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Will Buy Your Close Outs 


Men's, Women's and Children's 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Short Leases Assumed 








DEATHS 


DAN W. LANDON, 82, who 
joined the Scholl Manufacturing 
Co., Chicago, in 1907 and served 
as a director, vice-president and 
treasurer; May 14, in Chicago, of 
a heart attack. 


DALLAS M. NEELEY, 51, a 
sales representative for Louis H. 
Salvage Shoe Co.; May 14, in Dal- 
las, of injuries sustained in an au- 
tomobile accident April 5 in Che- 
cotah, Okla. 


LEO M. FOLAN, 68, sales rep- 
resentative for 22 years for Stet- 
son Shoe Co. in New York City, 
Baltimore, Philadelphia and 
Washington, D. C., and most re- 
cently in the Southeast; May 20, 
in Nokomis, Fla. One of the first 
shoemen to see the future of hand- 
sewn moccasins, he was some- 
times called the father of hand- 
sewns. 


JACK FOX, 77, the original 
“Buster Brown,” a 4-ft.-tall figure 
who delighted children for over 20 
years as he toured the nation with 
his dog Tige for Brown Shoe Co.; 
May 14, in Fort Worth, Tex. He 
had retired 25 years ago. 


FERDINAND J. EBNER, 72, 
vice-president of the old Ebner 
Shoe Co., Milwaukee women’s shoe 
manufacturer, from 1921 until it 
closed in 1937; May 18, in Mil- 
waukee, of a heart attack. 


JAMES H. RAYMOND, former 
superintendent of the A. E. Nettle- 
ton Co. plant in Syracuse, N. Y.; 
May 14, in Syracuse. 
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BOX HANDLERS 


LONG ARM* 
(Phe oftictene bom towutbar 
QUKER, LADER, 6AFED 





WHEN THEY 
Pick 
You 
Up 


at the bottom of the lad- | 
der you will wish you had 

used a Long Arm to reach the shoes on the high 
shelf. Long Arms are quicker, easier, safer. With 
24”, 36”, 48", 60” handles, $3.95; with 72” handles, 
$4.95. Postpaid in the USA. Specify handle length 
desired and if for men’s or women’s boxes. Your 


jobber or 
CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 
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ORTHOPEDIC FOOTWEAR 


You. can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


“While in town see Weil" 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ’82 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 








TARSO SUPINATOR SHOES® 


—for weak or flat feet — 
. prescribed by doctors 

as the modern corrective 

shoe for children. 

Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway e Yonkers, N. Y. 





JAMES P. LARKIN, 60, vice- 
president of McCain-Wright Shoe 
Co. and for many years manager 
of the shoe department in Block 
and Kuhl department store, Joliet, 
Ill.; May 19, in Joliet. 


ROLLA L. CHASE, 81, owner of 
the Chase Boot Shop in Owosso, 
Mich., and the oldest active busi- 
nessman in that city; May 9, in 
Owosso, of a stroke. 


FREDERICK M. (PAT) HENRY, 
76, employment counselor special- 
izing in shoe industry plants; 
May 19, in St. Louis. A shoemak- 


For Over 46 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 


Largest Stocks All Price Ranges 
CE 1-6747 


Fine ovtuuis 


Lowest Prices 











MOSINGER-COHN 





ing veteran, he was a former 
secretary of the St. Louis Shoe 
Manufacturers Assn. 


LESTER R. WOOD, owner of 
the shoe and leather findings firm 
of Wood & Osborne, Inc., Roches- 
ter, N. Y.; May 18. 





WORTH WRITING FOR 





The 1961 MOR 

The 1961 edition of Departmen- 
tal Merchandising and Operating 
Results of 1960 is now available. 
Some of the topics covered: De- 
partmental markon, margins, turn- 
over, selling expense; Departmen- 
tal branch store data; newspaper 
advertising expense by department 
by month; markdowns by month 
for selected departments; stock- 
sales ratios calculated the retail- 
ers’ way, etc. National Retail Mer- 
chants Assn., 100 W. 31st St., New 
York 1, N. Y. NRMA members, 
$8.90; Non-members, $20. Add 15¢ 
per copy for postage and handling. 


Payroll expense 

A companion volume for the 
MOR is the Buyers’ and Assistant 
Buyers’ Payroll Expense in 1960. 
It covers every department of every 
volume size of department store 
and for specialty stores. Distribu- 
tion is limited to major executives 
of stores. National Retail Mer- 
chants Assn., 100 W. 31st St., New 
York 1, N. Y. NRMA members, 
$1.25. Non-members, $2.50. 


Departmental merchandise 
content manual 


Another companion volume for 
the MOR is the Departmental 
Merchandise Content Manual (Re- 
vised). It is intended to help cor- 
rectly identify the MOR depart- 
ment which corresponds to your 
selling department, to find in the 
item index the department in 
which various items should be car- 
ried, and to set up merchandising 
classifications and departments. 
National Retail Merchants Assn., 
100 W. 31st St., New York 1, N. Y. 
NRMA members, $1.75. Non-mem- 
bers, $3. 


Narrow fabrics standards 


The Narrow Fabrics Institute 
has issued a pamphlet on woven 
narrow nonelastic fabrics giving 
classifications, nomenclature and 
definitions. 

The pamphlet is intended to 
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improve buyer and seller relations 
by promoting the use of a common 
language in the trade. 

The pamphlet contains a classi- 
fied and alphabetical list of narrow 
fabrics by end use and applications. 
It also contains standard definitions 
of the industry, as well as of 
woven nonelastic tape and webbing. 
Woven Nonelastic Narrow Fabrics, 
Narrow Fabrics Institute, Inc., 11 
W. 42nd St., New York 36, N. Y. 
Free. (Quantities over one copy 
available at 25¢ each.) 


Self-employment and social 
security 


Although self-employment was 
not covered by the original Social 
Security Act, most persons who 
work for themselves have now been 
brought under its protection. De- 
tails about social security for self- 
employed people are given in this 
pamphlet. 30F. Self-employment 
and Social Security. Superinten- 
dent of Documents, U. S. Govt. 
Printing Office, Washington 25, 
D. C. 5¢. 


Display manual 

Hewetson of Canada has pre- 
pared a very useful manual on win- 
dow and store display. There are 
many illustrations to go with the 
text. The manual brings out some 
of the things that have to be con- 
sidered in developing successful 
display programs and offers prac- 
tical suggestions to shoe retailers 
interested in bettering their display 
salesmanship. It aims to help the 
retailer do a better job in market- 
ing footwear and to stimulate more 
sales per customer. The ABCs of 
Display. Hewetson of Canada, 
Brampton, Ontario, Canada. $1. 


Profitable management 

Based on the movie “Small Busi- 
ness, U. S. A.,” this booklet gives 
valuable advice to the small busi- 
nessman concerning management 
of the business and maintaining 
proper relationships between pro- 
prietor and customer. Interesting, 
well written, suggestive and stim- 


ulating. Profitable Management for 
Main Street. 40 pp. Dun & Brad- 
street, Inc., P. O. Box 803, Church 
St. Station, New York 8, N. Y. $1. 


Swatch books 

The Official Swatch Books of 
Spring and Summer 1962 Leather 
Colors have been mailed to all 
members who placed orders with 
the Tanners’ Council. A very limit- 
able at $8 for the complete book, 
able at $8 for the complete book, 
which includes men’s, women’s and 
children’s leathers. If you wish to 
receive the book, advise the Coun- 
cil immediately. Write Tanners’ 
Council of America, 411 Fifth Ave., 
New York 16, N. Y. 


Planning calendar 

This calendar is a compact, wall- 
sized chart that permits depart- 
ment store management, merchan- 
dise and sales promotion managers 
and buyers to determine at a 
glance the vital statistics and re- 
lated information of the August 
1961 through January 1962 selling 
season. 

It ranks each month, by mer- 
chandise category, the 30 largest 
main store departments, with the 
percentage of sales to total store 
volume and a comparison with the 
corresponding period last year. 
Merchandisers can locate easily the 
sales position of women’s wear, 
men’s and boys’ wear, shoes, etc. In 
addition the calendar provides 
other valuable retail information. 
Amos Parrish Executive Planning 
Calendar. Amos Parrish & Co., 
Inc., 500 Fifth Ave., New York 36, 
N. Y. $1.25. 


Personnel management 

A publication of the Small Busi- 
ness Administration which presents 
in concise and simplified form the 
key features of up-to-date person- 
nel management. Personnel Man- 
agement Guides for Smail Busi- 
ness. 52 pp., illustrated. Supt. of 
Documents, U. S. Government 
Printing Office, Washington 25, 
D.C. 25¢. 
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Soling for golf shoes 


Neolite Flex soling is offered as 
new soling material for golf shoes, 
uniquely combines lengthwise flexi- 
bility with crosswise rigidity. This 
keeps the shoe in shape, prevents 
sole from rolling or curling — a 
common failing in many golf shoe 
soles. Deep counter-sunk recepta- 
cles on sole assure spike retention, 
simplify spike insertion. Light- 
weight, waterproof material is be- 
ing used by some 30 manufactur- 
ers of men’s and women’s golf 
shoes. SOURCE: Goodyear Shoe 
Products Div., Akron, O. 


For double-gummed labels 


New “Twin-Stick” Labeler is rec- 
ommended for moistening double- 
gummed labels by any firm with a 
shipping or mailing room or wrap- 
ping desk involved in attaching ad- 
dress labels and sales slips to pack- 
ages. Design features include two 
brushes immersed in large capac- 
ity reservoir to provide direct wa- 
ter flow to each side of label. Pol- 
ished aluminum cover over reser- 
voir and brushes protects merchan- 
dise from soiling. Identical brushes 
can be reversed for double life. 
SOURCE: Carry-Pak Co., Ltd., 
Schiller Park, Ill. 


Infant boot overshoe 


EM Brand Circus Boot overshoes 
for toddlers and infants are claim- 
ed to be the first vinyl plastic 
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overshoes which offer full pro- 
tection along with colorful design. 
Are light enough to be worn any 
season and protect against cold, 
dampness and puddles. All-white 
overshoes feature sculptured multi- 
colored clown on toe with elephant 
peering around the heel. Attrac- 
tively packaged in gaily colored 
circus motif gift box with cello- 
phane window showing clown’s 
face. Available at $3.50 in sizes 
6-12. SOURCE: Emmeo Products 
Div., Essex Master Mold Co., Inc., 
Iveryton, Conn. 


Yarn for shoe fabrics 


Tapered toe shoe pictured here 
features fabric woven with new 
Rovana yarn which provides look 
of silk or straw and performance 


of man-made material. Yarn pro- 
vides high resistance to staining or 
scuffing, eliminates need for polish- 
ing the shoes, which may be wiped 


clean with damp cloth and mild 
soap. 

Depending upon color combina- 
tions of the weave, Rovana may be 
used to create silken look in many 
colors or combinations, or straw in 
many colors. For evening wear, 
fabric makes attractive silken shoe 
relatively unharmed by wet weath- 
er. Same properties hold for sum- 
mer or spring shoe in straw effect. 
Shoe pictured is by Lipare on spe- 
cial order at Bonwit Teller in range 
of colors. About $35 retail. 
SOURCE: Textile Fibers Dept., 
The Dow Chemical Co. 


Infants’ crib shoes 


Newest addition to Tiny-ettes 
family of infants’ crib shoes is the 


“Little Jester’ 100 per cent nylon 
shoe and sock combination featur- 
ing pointed, up-turned toe topped 
with colorful pom-pom. Available 
in white, pink, blue and red in 
sizes 0-2, it comes gift-boxed, sells 
at about $2.00. SOURCE: U-Need- 
Em Specialty Co., Inc., New York, 
Ni ¥. 


Cleaner-polisher 


This new aerosol-packed product 
is an effective cleaner-polisher for 
all smooth leather colors (genuine 
or imitation), including shoes, 
handbags, apparel and luggage. 
Called Hoffco Foam-Leather Lift, 
it is described as especially adapt- 
able to delicate finishes and is also 
recommended in renovating lustre- 
calf and other pearlized leathers. 
Helps to maintain original -finish, 
fortifies new leathers § against 
weather damage. Can of 414 ounces 
priced to retail at 79¢. SOURCE: 
Harri Hoffman Co., Inc., Milwau- 
kee, Wis. 





NEW PRODUCTS 





Ripple heel for casts 


This new Ripple Heel for walk- 
ing casts utilizes the Ripple Sole 
principle to provide cushioning ef- 
fect to the injured leg during walk- 
ing. Wedge shape eliminates pos- 
sibility of heel pushing through the 
plaster against the foot. The new 
heel affords maximum grip on all 
surfaces, provides a rocker walking 
action and allows for center appli- 
cation while eliminating all square 
corners. Manufactured by Beebe 
Rubber Co. and distributed by Stry- 
ker Orthopedic Frame Co., Kalama- 
zoo, Mich. SOURCE: Ripple Sole 
Corp., Detroit, Mich. 


Slipper machine 


New slipper machine molds 
sponge rubber soles with smooth 
wearing surface directly to a 
leather or fabric upper, offers effi- 
cient operating advantages. Re- 
quires minimum of pressure in op- 
eration, features rotating head with 
two lasts which permits operator 
to prepare second upper while first 
is being molded. Machine can also 
be adapted for use with single last. 

Consistent even heat combined 
with chemical blowing agent in the 
rubber compound gives the finished 
slipper same trim effect of a molded 
shoe. Both mold and lasts are ther- 
mostatically controlled. Available 
for delivery within 60 days of or- 
der, on lease basis for $10.00 per 
month or outright sale for $475. 
SOURCE: C.I.C. Machinery, Inc., 
Boston. 


Contour-molded fabrics 


New soft-surfaced fabrics that 
can be molded to permanent three- 
dimensional contours for new ap- 
plications in apparel, packaging 
and other products offer intriguing 
possibilities. Materials utilize base 
fabrics of Dynel modacrylic fiber, 
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consist of colored rayon flock ad- 
hered to a ground fabric of either 
woven or non-woven Dynel. 

Fabrics can be molded to any de- 
sired shape by any of several stand- 
ard production plastic - molding 
processes. Molding involves simple 
heating, shaping and cooling tech- 
niques which take advantage of 
thermoplastic properties of Dynel 
fibers to soften under heat and 
retain newly-shaped form. May 
be used economically for children’s 
and ladies’ shoes and _ slippers. 
SOURCE: Textile Fibers Dept., 
Union Carbide Chemicals Co., Div. 
of Union Carbide Corp., New York, 
No. 


Profit calculator 


“Mark-Up Minute Master” is a 
simple, low cost profit calculator 
for retail and wholesale merchants 
which offers time-saving, more effi- 
cient approach to buying and sell- 
ing problems as they arise. Plastic 
“slide-chart” format, size 214 in. 
x 7 in., has three transparent win- 
dows calibrated in _ percentage 
scales, superimposed on_ sliding 
member calibrated in dollars cents 
values which show merchandise 
costs in single units, per dozens, 
gross or case of 24 or 48. Available 
at $1.50 each with special prices on 
larger quantities with advertising 
imprinted, if desired. SOURCE: 
Parisian Novelty Co., Chicago, Ill. 


One piece sole and heel 


New one-piece cushion sole and 
heel combinations offer original 
and functional heel treatments as 
well as attractive new designs. 
Unique one-piece construction fea- 
tures controlled heel heights and 
sole thicknesses for all new men’s, 
boys’ and gentlemen’s styles. 

Among the more outstanding are 
one-piece designs for “direct 


cementing.” New soles are adapt- 
able to flat lasted and conventional 
welt lasts as well and considered 
outstanding development in current 
trend toward cement construction. 
Available in many colors. SOURCE: 
Quabaug Rubber Co., North Brook- 
field, Mass. 


Washable lining 


This new medium weight lining 
of 50 per cent Orlon and 50 per 
cent rayon can be machine washed 
with maximum shrinkage of two 
per cent, is adaptable for use in 
shoes and other products. Low rate 
of shrinkage eliminates need for 
sponging or steaming. Available 
in variety of plaids and plain col- 
ors. SOURCE: Troy Mills, Inc., 
New York, N.Y. 


Cushioned contour insole 


A new approach to foot comfort 
is claimed for the Thoro-Fit insole 
which features cushioned contour 
and conforms to every detail on the 
sole of the foot while eliminating 
pressure points at the heel and ball. 
The new-type insole construction 
cradles the foot with no wasted 
space along the insole edge, pro- 
vides also a raised pad to support 
the metatarsal arch. 


r ——-———--— -- 


Precast cork construction insures 
insulation against heat and cold. 
The cork is covered by a foam rub- 
ber cushion and leather sweat-proof 


onsite 


liner. Especially recommended to 
provide walking comfort and foot 
support for policemen, mailmen 
and delivery men, it is featured in 
the company’s line of Thorogood 
Job-Fitted Special Service shoes 
and oxfords. Does not affect the 
appearance or weight of the shoe. 
SOURCE: Weinbrenner, Div. of 
Textron, Inc., Milwaukee, Wis. 
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RETAIL TRADE REPORT 





Will one-look trend be broken this fall? 


Dealers report that sale of 
low-priced casuals began 
early. But, white sales 
sagged after an early start. 


MILWAUKEE 


This spring has seen the best 
spectator season in several years. 
Dealers note a surprisingly early 
demand for casuals in the medium 
to lower-price ranges. 

The white dress shoe season also 
opened early, but sales sagged 
quickly and no real volume has 
been noted. 

Patents and bone have been 
moving at a strong pace. But, the 
deeper spring tans have been dis- 
appointing. 


Only fair results—With the ex- 
ception of lilac tones, most tries at 
promoting color have garnered 
only fair results. 

Mid-heel straw pumps in neu- 
trals and black were good items 
for department store spring pro- 
motions. 

Buyers look to the square and 
crescent toes to make a solid dent 
in the one-look silhouette for fall. 
The buyer in a major downtown 
salon anticipates that square toes 
will amount to 5-10 per cent of his 
fall volume; triple needles will 
continue to hold the major share 
—at least 60 per cent, with the 
balance in doubles and crescents. 

The trend to lower heels for 
every day wear continues to pick 
up momentum. Stacked heels up 
to 18/8 are very popular. 


Teens buy tennis shoes—One big 
classification this spring has been 
tennis oxfords for teenage girls. 
A department store buyer claims 
girls’ tennis oxfords in colors and 
priced from $2.99 to $7.99 have 
been “flying out of the store.” 

Tapered-toe styles account for 
an expanding share of young girls’ 
dress shoes. Classic girls’ shoes 
without points are going on the 
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racks at half-price with few tak- 
ers. 

Meshes and ventilated numbers 
are maintaining their popularity, 
according to one men’s shoe shop. 
Olive tones are very strong. 


Twin Cities: Interest 
grows in square toes 


Warmer weather brought better 
business to most Twin Cities’ spe- 
cialty and department stores. In- 
terest continued in black patent, 
bone and white. Spectators in 
blue and white as well as brown 
and white also began to move, al- 
though demand for black and 
white was slight. 

Bright colors and pastel shades 
also began to move. The buyer for a 
St. Paul store’s shoe department 
said that turquoise patent, white 
patent and high-colored fabric 
prints sold well. Very pointed 
toes were the rule. 

There was some interest in the 
new square toes, which one buyer 
said he expects to be bought for 
novelty, with the pointed toes con- 
tinuing as the volume style. Heel 
interest was split almost 50-50 be- 
tween 23/8 and 18/8. Generally, 
triple needle toes went with the 
higher heels and double needle 
toes with the mid-heels. 

Italian sandals, open casuals 
and wedgies got the nod of shop- 
pers in casual styles. Little 
stacked heels in plain bone leath- 
ers and a “hobo” type with multi- 
colored leather patches were pop- 
ular casuals. Straws were very 
popular. 


Denver: New fashions 
result in sales increases 


Hour glass heels, the first square 
toes on high and mid-heels and the 
first crescent toes to appear in 
Denver shops are tonics that are 
pushing retail shoe sales into the 
gains columns in women’s lines. 


Denver women are buying hour 
glass heels in volume. Two large 
downtown shoe stores with shoe re- 
building departments have been 
busy cutting needle heels on wom- 
en’s last season shoes to hour glass 
shapes and adding broader lifts. 

The first appearance of square 
toes met with mixed customer re- 
actions, depending upon stores and 
price ranges. In a high-fashion 
salon, square-toe pumps in deep 
burgundy, deep green, dark brown 
and orange-tan polished kid have 
sold well on high and mid-heels for 
$38.95. In several other stores, 
squared toes on 16/8 heels are sell- 
ing for $13.99 and $20 to women 
over 30 as extra pairs to add to a 
shoe wardrobe. 

Most stores are doing volume 
business on double needles; two 
high fashion shops are filling de- 
mands for triple needles. 

Crescent toes, giving an elon- 
gated, slender appearance with a 
little additional toe room, will be 
the “big thing” in the next six 
months, several retailers said. The 
same persons felt that square toes 
will see a fast fadeout. Still others 
said their customers will not buy a 
larger size in crescent toes when 
they can wear a smaller size in 
triple needles. 


St. Louis: Retailers eye 
sales of square-toe styles 


Retailers are keeping close tab 
on their sales of square-toe pat- 
terns. There has been considerable 
interest shown by St. Louis wo- 
men. The retailers’ problem here 
is not selling the shoes, but sell- 
ing women on the idea that square- 
toed patterns are extra pairs, to 
add to and augment their pointed- 
toe shoe wardrobes. 

Should a run start on square 
toes, dealers would be stuck. Their 
buys have been limited in pairage 
and limited in patterns. Manufac- 
turers have adequate but not 





heavy supplies of the square toe 
lasts; retailers cannot order or 
reorder and expect overnight de- 
livery. Best recourse, from the 
angle of both retailer and pro- 
ducer, appears to be this: adver- 
tise and promote square toes as 
special, extra wardrobe pairs; 
talk down all comments. that 
“pointed toes are out, my dear, 
for fall!” 

White tennis shoes stay in top 
teen spot. Some girls are request- 
ing rounded or tapered toes for 
their June tennis shoe buy. Padded 
imported sandals are going well 
in the $7.95 range as the patio 
season opens here. Flat Grecian 
strap types are outselling mule- 
back wedgies. 

Dressy whites for women have 
been slow; dealers say they’ll be 
“happy to see them go” and will 
not reorder. Bone is outselling 
white for women’s closed pumps. 
Men are buying grained moccasin- 
toe slipons, black over brown; 
canvas boat shoes; beige, brushed 
pigskin, four-eyelet oxfords; and 
ventilated patterns in arch styles. 
Camp moccasins are big business 
now for 9-13-year-old camp-bound 
boys, with soft-soled moccasins 
ahead of rigid-soled pairs. 


New York: Dealers say 
black, bone straws sell 


New York’s lack of consistently 
warm weather has delayed volume 
sales of summer lines. 

Popular-priced shoe stores re- 
port that seasonal colors and styles 


are beginning to sell. Sales of 
patent leathers have slowed down 
and whites are beginning to move. 
Straws are doing well in black and 
bone. Stacked heels are selling in 
seasonal colors. One retailer of 
popular-priced shoes is displaying 
plenty of solid-color combinations 
in beige, violet, green and white, 
with high-heel pumps dominating. 

The fashionable, higher-priced 
stores report that the beige family 
has been doing well. But, less of 
the beige is being carried and there 
is more of a well-rounded array of 
styles in white. One leading re- 
tailer reports that the spring season 
was his best in patents. He reports 
a good response this season to white 
lizards and calf. Another fashion 
leader is featuring a calico shoe in 
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combination and is optimistic about 
a black peau de soie with red ro- 
settes. He reports that matching 
handbags and shoes in graduated 
tones of either brown or gray are 
excellent sellers. 

High-priced men’s stores report 
that gore-type slipons in black, 
plain and wing tip, are fast movers. 
In the medium range, both lace and 
non-lace blacks are selling well. 
There are some sales in loafers. 


Baltimore: Late start 
will hurt sneaker sales 


Baltimore retailers report in- 
creased activity in recent weeks, 
but say there still hasn’t been any 
summer business to speak of. First 
quarter figures find most retailers 
even, or slightly behind last year. 
Women’s retailers are reporting 
better business than either men’s 
or children’s retailers. 

For women, best selling summer 
items to date have been white and 
dyed-to-match dress shoes. Spec- 
tators have not been too active ex- 
cept in one or two unusual high- 
fashion styles. Plain leather skim- 
mers are best sellers in casuals, in 
a variety of colors—black, bone, 
red, white. Caramel has proven to 
be a year-round favorite in calf 
flats. Open-toed straw wedgies are 
also popular. 

In sneakers, novelty prints are 
doing well in medium-priced wom- 
en’s departments, and white is the 
top seller in teen departments. 
Teenagers are not buying red or 
blue sneakers. Most Baltimore re- 
tailers expected this to be a rec- 
ord year for sneakers. According 
to one volume retailer, the late 
start for sneaker sales this year 
will eliminate the usual mid-sum- 
mer second peak, with the result 
that this won’t be such a good 
sneaker year. 

In girls’ shoes, whites are pick- 
ing up some, but will not capture 
the ground lost in the first quarter. 
Straw casuals are beginning to sell 
in girls’ departments, but thongs 
are not yet moving. 

Men’s departments seem to be 
holding their own in summer busi- 
ness. Punched plug styles in dark 
brown, and dark colored mesh shoes 
have been moving equally well for 
the past few weeks. 


Boston: Heat has come, 
shoe sales begin to climb 


Improving weather has boosted 
Boston shoe retailers’ morale and 
sales. An extended period of fair 
weather, most retailers helieve, 
ought to more than compensate 
for the washed-out business that 
resulted from an extremely wet 
and cool spring. 

Spring merchandise, at this late 
date, has finally begun to move 
with the life and push that it has 
lacked over the past few months. 
This might be called a late spring- 
summer merchandise selling peri- 
od, as both types of stock have 
been receiving consumer interest. 


Casual action—Women’s casuals 
have shown very good action. 
Flats, wedge heels, and Italian- 
type sandals in various colors and 
materials have been selling well. 
One middle-of-the-road women’s 
store stated, “It has been a good 
season on casuals, regardless of 
weather, and now casual sales are 
really gaining momentum.” 

Some retailers have expressed 
concern as to whether delivery of 
reordered casuals might be delay- 
ed now due to manufacturers being 
set up for fall production. A few 
months back, some retailers antic- 
ipated that deliveries might be 
late when business finally started 
rolling due to manufacturers re- 
ceiving a rush of reorders. But, 
this anticipation, manufacturers 
report, did not motivate any flurry 
of orders. Hand-to-mouth buying 
has remained. 


Time will tell—The next few 
weeks, with sales starting to accel- 
erate, will show if reordered make- 
up merchandise gets to the retail- 
er in time for him to nail down 
his share of this last minute spring 
selling, which may prove a small 
boom and the last chance to drive 
up late spring figures. 

The younger set is still going 
strong for sneakers. White is the 
girls top sneaker color, but pastels 
are good for the second pair. Teen- 
age boys and young men can also 
buy colored sneakers, and reports 
indicate they are, although white 
again remains the top choice. 

Slipons and moccasin toes re- 
main the men’s popular prefer- 
ence. Smooth black is the leading 
seller with the darker and bur- 
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nished browns in close second 
place. In general, men’s meshes 
and two-tones have selling on a 
spotty basis indicating real sum- 
mer selling still hasn’t arrived. 


Philadelphia: Mid-heels 
sell well in suburbs 


Unseasonably cold May weather 
delayed the demand for casuals in 
Philadelphia, although suburban 
areas report they are selling rea- 
sonably well. 

Black patent continued into June 
as the most popular high-heel shoe. 
Medium heels are becoming in- 
creasingly more important, particu- 
larly in suburban areas where they 
are catching up to high heels. 

Linens and silks are starting to 
sell well and bone is still the most 
popular shade of the browns. 

Straw shoes are selling fairly 
well in the suburbs. 

In children’s shoes, open sandals, 
sneakers and saddles are the most 
popular styles. Again, the cool 
weather has slowed the sale of sum- 
mer canvas shoes and other strictly 
play styles. 

Men’s departments report that 
mocassin-toe styles are still the top 
number. Canvas shoes are begin- 
ning to move. One retailer said 
ocean-green canvas shoes have been 
particularly good sellers. 

Most of the retailers agree that 
their hoped-for spurt has not yet 
materialized. Some report that 
business picked up at the begin- 
ning of May, but slowed down dur- 
ing the last week or so. One re- 
tailer said: “I’m blaming it on the 
weather, because I haven’t got any- 
thing else to blame it on.” 


Miami: Spectators lead 
whites, bones in sales 


White and bone in leathers and 
linens are vying for first place with 
spectators in popularity. Pearlized 
leathers also are good according to 
one large downtown department 
store. 

Spectators in black and white and 
brown and white, with the latter 
having a slight edge, are getting a 
little competition from pastel spec- 
tator combinations of pink, laven- 
der and yellow and white. 

White fabric pumps are good 
and they are remaining white in- 
stead of being dyed. 
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Early dating forces overtime 


Producers go into overtime 
to meet delivery schedules, 
consider adding more 
square-toe wood to stocks. 


ST. LOUIS 


The “peak-and-valley” aspects of 
shoe production are worrying St. 
Louis makers. Early months of 
1961 were “valley” for the many lo- 
cal producers crying for cutting. 
Retailers placed their orders for 
fall shoes late and placed them cau- 
tiously, except for basics. In May, 
makers found themselves ham- 
strung for time, with a “peak” at 
hand. 


To meet delivery schedules has 
meant costly overtime at a period 
when manufacturers are trying to 
pare operating costs—not add to 
them. The “peak” in production 
continues. Area plants are busy. 
Makers are attempting to meet 
early July deliveries. Most say they 
will be close to schedule. Some who 
resisted until late going into over- 
time say they may run a week late 
on their shipments. 

Men’s producers here are concen- 
trating on slipon promotions for 
fall ’61. Style trends in the lime- 
light include low-running handsewn 
moccasin fronts; hidden side gores 
on high-rising topline patterns; 
tailored saddles; and, in brogues, 
more refined lasts with slightly 
narrower toes than predominated 
last fall. 

Women’s makers are liking early 
consumer reactions to square-toe 
patterning. Firms are now faced 
with the problem of deciding 
whether or not to add to their 
stocks of the squared-toe wood. 
Present supplies may turn out to 
be adequate. On the other hand, 
should a real run start, lasts may 
be grossly inadequate for the de- 
mand for pairs. Either way, manu- 
facturers feel that they may “guess 
wrong.” 


Boston: Outlook looks 
brighter for producers 


New England shoe production 
has been experiencing, in early 
June, a more secure market tone 
than it has had, and needed, for 
many weeks. This has resulted 
from a combination of factors: 

1. Total shoe production for the 
first four months showed only 
about a 3% decline from last year. 
Thus New England manufactur- 
ers, seeing a tapering-off effect of 
adverse conditions, expect produc- 
tion to go up. 

2. Most New England wage 
costs have been temporarily stabi- 
lized by new two-year contracts. 

3. Over the past few weeks, 
leather bookings have been rising, 
and tanners have been receiving 
more frequent and accelerated 
specifications. 

4. New England shoe retailers’ 
reports indicate the first feel of a 
healthy purchasing climate par- 
alleling recent periods of warmer 
weather. Reordering, especially of 
casuals, is definitely in the cards. 
A problem will be delayed deliv- 
eries as plants are now producing 
fall merchandise. 


Binghamton: Spring 
orders cause uncertainty 


Production and sales compari- 
sons of upstate New York shoe 
manufacturers with last year are 
complicated in some instances by 
the different timing of introduc- 
tion of fall lines. 

Although many orders were writ- 
ten earlier than usual, there is still 
considerable uncertainty as to how 
the season will finally shape up. 
Recently, regional shoe shows and 
markets have failed to produce 
many firm orders. The trade is in- 
clined to place the blame chiefly on 
the weather. 

It is reported that many retail- 
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70 I 4 CASH 

vx. PRICES 

for  surpius sHoES 
CANCELLATIONS 


COMPLETE STORES 
Write or wire for fast action . . . 
men's, women's and children’ 
: Phone CE 1-6747 
Fine Footwear For over 46 YEARS 


MOSINGER-COHN 


1235 Washington St. Louis 3, Mo. 





Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 














KELLY PAYS TOP PRICES 
CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 











FOR CLOSE-OUTS of 
MEN’S, WOMEN’S and 
CHILDREN’S SHOES 
Complete Stocks and 


Stores Solicited 
At All Times. 


YOU GET 


MORE 


YOU GET 


CASH 


79-81 READE ST 
NEW YORK 7. N.Y 


Phone: WOrth 2-5180 











B. & R. PAYS THE LIMIT 


WEBUY CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED 


YOUR NAME PROTECTED Hf 
B.&R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-658 


Phone or wire 
collect 











WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9630 

















ers, confronted with too many 
spring shoes on hand, are delaying 
much fall buying until the inven- 
tory situation is clearer. 

Shoe manufacturers are intensi- 
fying their drive for more profit- 
able operation. Economy-minded 
Endicott Johnson Corp. has re- 
modeled an auditorium and recrea- 
tion center into new executive and 
sales offices, avoiding the need of a 
new structure. 





TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 


Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 
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——SALESMEN ON THE ROAD 


by VIVIAN ANDERSON 


Meet the traveler, as one shoe manufacturer sees him... 


More than a page of a recent 
“Buntees Shoeletter,” published 
by R. J. Potvin Shoe Co., Brock- 
ton, Mass., was devoted to an arti- 
cle titled ‘““Meet the Shoe Trav- 
eler.” Gerry Allard, Midwest rep- 
resentative for Brockton Boot & 
Shoe Co., Brockton, Mass., was so 
taken with the feature that he 
wrote Richard J. Potvin as fol- 
lows: 

“It was read with interest and 
a subjective reaction because I am 
a shoe traveler. ... Aside from 
the feeling for the shoe traveler, 
I believe you have touched a basic 
nerve about human nature, name- 
ly, respect for others. Seldom do 
shoe travelers get such a tribute, 
and I am sure that your article 
will be quoted, noted and possibly 
reprinted. As a matter of fact, I 
am calling the attention of NSTA 
officers to this article.” 

e 

Highlights of the tribute to our 
shoe travelers follow: 

“One of the real unheralded 
heroes of shoe business is the shoe 
traveler. There are an estimated 
6,000 or 7,000 shoe travelers, cov- 
ering annually an average of 25,- 
000 to 40,000 miles, spending 
about 109 nights on the road. Ob- 
viously [a traveler] is a man who 
sacrifices much to his job. As a 
result, he deserves every courtesy 
from all of us... whether or not 
we buy from him. 

“His main function is to sell, 
but the modern traveler operates 
by a fresh philosophy: to sell 
shoes THROUGH stores rather 
than to stores. His job isn’t only 
to make himself liked and his 
product wanted, but to make his 
services helpful to the store... . 
All good selling starts with good 
service, customer service. His job 
only begins when he puts the line 
in the store. 
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“This is a man with unusual 
knowledge and experience. .. . 
He is in a position to serve as a 
sound advisor and counselor re- 
garding trend developments, the 
state of shoe business, new styles 
and fashions, sales outlook, cost 
and price movements. His is an 
excellent cross-section view, based 
upon his contacts with all types 
of stores, in all types and sizes of 
communities. It’s based too upon 
a constant flow of trend informa- 
tion coming to him from the home 
office. 

“He has one objective: to help 
his accounts grow. He knows that 
his own growth depends upon the 
growth of his accounts. He keeps 
an eye on tomorrow as well as on 
today. He’s a keen appraiser of 
good merchandising, and he’s 
plenty human, too. His circle of 
accounts eventually expand and 
develop into a circle of friends 
who know him, like him, trust him. 
He is a mighty important man in 
this business to all of us.” 


Wives show shoes, too 


Two wives of travelers at the 
recent Denver Fall Shoe Market 
were busily taking orders from 
their own customers for their own 
lines of shoes while their hus- 
bands “worked” their samples. 

They were Mrs. Margo Gease, 
Provo, Utah, who — 
had her own sam- 
ple room adjoin- 
ing that of her 
husband, Marvin | 
Gease, represent- 
ing Brown Shoe 
Co.; and Mrs. 

Gladys Brook- 
hart, Portland, 
Ore., who sold 
her new line of 


California flats MRS. BROOKHART 


(“Mr. Gus” flats of Willberg Foot- 
wear, Los Angeles) in the same 
room occupied by Brook Brook- 
hart, who until last month was 
with Heydays Shoes, Inc., St. 
Louis. 


These two attractive traveling 
saleswomen accompany their hus- 
bands on their travels, but call on 
their own customers. Mrs. Brook- 
hart’s territory is Washington, 
Oregon, Idaho, Utah, Montana, Ne- 
braska and Colorado. 


Mrs. Gease, who said she tired 
of spending 40 hours a week at 
bridge at home, has found a new 
interest in her life since taking 
on her own shoe lines. The lines 
are non-conflicting with those of 
her husband. She started with 
Prima Theatrical Footwear three 
years ago, covering the same six 
Mountain States as her husband, 
with the addition of Arizona. 


This year she became a repre- 
sentative for Wing-Dings (Allied- 
Saco Footwear, Saco, Me.) and at 
the show. in Denver in May, she 
added the Blue Star line of chil- 
dren’s and teen shoes. Selling is 
not new to her. She had 18 years’ 
previous experience in a shoe store 
and sportswear store in Provo. 


Salesmen who are ill 


Illness recently struck three 
well known members of South- 
western Shoe Travelers: Wiley 
Biggs of Bianco, Tex., who repre- 
sents American Girl Shoe Co.; 
Richard R. Janik of Eagle Lake, 
Tex., a salesman for Barclay Shoe 
Corp., Julian Goldstein & Sons 
Slippers, Manistee Shoe Mfg. Co. 
and American Felt Slipper Co., 
Inc., and Howard Tinsley of Dal- 
las, central and south Texas rep- 
resentative for Freeman Shoe 
Corp. 





Classified and Want Ads 








SIDELINE SALESMEN 
WANTED 


REPRESENTATIVES 
WANTED 








OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write. 


NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 











ADVERTISING SPECIALTIES: CAL- 
ENDARS, SHOE HORNS, PENCILS, pens, 
etc. Commissions average 25%. Travelin or 
non- traveling openings in every state. rite 
fully giving complete details in strict confidence. 
Drawer 2331, Daytona Beach, Florida. 





FAST AND EASY SELLING SIDE LINE 
OF COMPLETE LINE of $1.98 and $2.98 
slippers for men, women and children. All terri- 
tories open except New York, Virginia and 
Detroit. Also beautiful line of $1 .98 and $2.98 
casuals. Reply to Box 900, Boot anp SHoe Re- 
—. Chestnut & 56th Streets, Philadelphia 
39, Penna, 





OUTSTANDING NATIONALLY ADVER- 
TISED INSTOCK LINE OF MEN'S 
FASHION FOOTWEAR needs top notch 
representative for Georgia - Florida; 
Ohio-W. Virginia. Reply with complete 
resume. 
Reply to Box 891, BOOT and SHOE RECORDER 

Chestnut & 56th Streets, Philadelphia 39, Penna. 














POSITION WANTED 








AVAILABLE, MAN WELL VERSED IN 
SALES AND MARKETING” TECH- 
NIQUES, ALSO GENERAL OFFICE, 
Cost accounting, labor relations and 
Capable 


handling large groups of salesmen, and 


manufacturing procedures. 
a salesman himself. An executive who 
would be a valuable addition to some 
shoe company’s staff. 


Reply to Box 896, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 








SALESMEN WANTED 








VOLUME SALESMEN WANTED. IMMEDIATE 
OPENINGS IN FOLLOWING STATES: Iili- 
nois, Wisconsin, Kentucky, Tennessee, Louisi- 
ana, Arkansas, ‘Mississippi and Texas. Terrific 
potential for experienced men calling on 
jobbers and chains selling canvas, rubber, 
and vinyl footwear. Write. 


International Seaway Trading Corp. 
1387 W. 9th St., Cleveland 13, Ohio 











SALESMEN WANTED FOR _ IN-STOCK 
line infants, children, and misses cements 
ani » »-welts $3.00 and $4.00 retailers. Terri- 
toric: open New England, New York, Pennsyl- 
vania, Maryland, Virginia and Ohio. Good op- 

rtunity, with fast selling popular priced line. 
j appy Tot Shoe Corporation, Mt. Holly, New 
ersey. 





es aoe re ies KNOWN 
NDED ANUFACTURER OF 
STRETCH Foor PROTECTORS and stretch 
slippers expanding their distribution coast to 
coast desires salesmen with strong following in 
chain, po aie Page and specialty stores. Popular, 
well packaged; competitively priced line. Ex- 
cellent commissions. Openings for Far_ West, 
Middle est & Eastern territories. If you 
qualify, write giving complete territory and 
experience. Reply to Box 898, Boot anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 





DO YOUR TRAVELING EXPENSES 
RUN HIGH? WHY NOT WRITE US FOR 
THE SIDELINE THAT will pay your ex- 
enses? Top grade boot line. 7% commissions. 
Snevediiegs in-stock factory service. Openings 
in Iowa, Nebraska, Missouri, Kansas, Louisiana, 
Arkansas and Mississippi. Write in’ confidence. 
Reply to Box 899, Boor anp SHOE RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 











HELP WANTED 


SHOE ART 








MEN'S GOODYEAR WELTS 
Rare opportunity for ambitious SUPERIN- 
TENDENT. Vacancy due fo iliness and retire- 
ment. Appropriate salary, share in profits. 
Vice Presidency, Directorship, available upon 
demonstration of ability. Eastern location. 
You are not now in our organization so 
apply without hesitation in strict confidence. 
State any special talents, in addition to your 
general qualifications and background. Sup- 
ply All DETAILED information that YOU 
would want if you were the President. You 
will be dealing with people of the highest 
integrity. 
Reply to Box 897, BOOT and SHOE RECORDER 

Chestnut & 56th Streets, Philadelphia 39, Penna. 





SHOE ART—ALL KINDS MEN’S, boy’s. 
Top quality artwork from your shoes. Write 
Thornleigh Studio, 1606 Landon Road, Balti- 
more 4, Maryland. 





STORE FOR SALE 





FAMILY SHOE STORE, ALL BRANDED 
LINES. Central Indiana. 24 years same loca- 
tion. Air Conditioned, current stock. Will sell 
for inventory approximately $27,000. Reply to 
Box 901, Boor anp SHoe Recorver, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 





FOR SALE 














WANTED TO PURCHASE 





WANTED FOR EXPORT, LADIES’ shoes. 
Any quantity. Constant buyer. Vintage im- 
material. Contact Max Newman, 1348 South 
Street, Philadelphia, Pa. KI 5-9766. 





WANTED, DAMAGED, REJECTED, 
WORN SHOES, “as is” conditions. All types. 
Regular _ purchaser. Max Newman, 1348 South 
Street, Philadelphia, Pa., KI 5-9766. 





GIVE-AWAYS 





BACK TO SCHOOL—IMPRINTED PLAS- 
TIC PENCIL BOXES—COMIC books, sur- 
rise bags. Catalog. Hecht Mfg., 184 Merrick 
oad, Reetele, New York. 
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ADULT AND re jatcy es oS 

SHOES: ESTABLISHE TWENTY 

YEARS. mer list. Spent Northern Ohio. 

Four country area. Owner will finance. Selling 

on account of death. Reply to Bess N. Court- 

ney, Extrx., 621 Market Ave. North, Canton, 
hio. 


HERE IS AN OPPORTUNITY TO AC- 
UIRE THREE AS A UNIT OR ONE OF 
HESE ESTABLISHED shoe stores. Popu- 
lar priced, no branded lines, women’s and 
children. Each store 100% location in Phila- 
delphia, low rentals, new fronts, each store 
doing over $100,000 yearly. Good leases, can 
be financed. Reply to x 893, Boor anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 





MERCHANTS’ NEEDS 








PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 














FAMILY TYPE SHOE STORE IN CEN- 
TRAL CALIFORNIA. Ideal for man and wife 
operation. Returns excellent on small invest- 
ment. Not a panic sale. Reply to Box 903, 
Boot anp SHoz Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 





A GOING CONCERN, CURRENTLY 
MANUFACTURING INFANTS AND 
CHILDREN’S Pre-Welt, Bonwelt and Cement 
shoes, located _in stern Pennsylvania. Reply 
to Box 890, Boot anp Snore Recorper, Chest- 
nut & 56th ‘Streets, Philadelphia 39, Pa. 


VINCENT EDWARDS & CO. 
Werld’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 


paper ad clipping service and special 
short term trial offer. 


Name 
Company. 
City 
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Acme Boot Company, Inc. .... 54 


Amalgamated Leather Com- 
ae ee ae 37 


Amer, William, Company 
Third Cover 


American Girl Shoe 

Arnerican Biltrite Rubber 
Company 

Armour Leather Company .... 

Armstrong Cork Company .... 

Avon Sole Company 


B & R Shoe Company 
Bambo Shoes, S. C., Spatola 
Division . 

Baris Shoe Company 

Barrett Leather Company .... 
Beckwith-Arden, Inc. ......... 
Beebe Rubber Company 

Berned Shoe Company ....... 
Bonded Fibers, Inc. .......... 


C.I.C. Machinery Inc. ........ 
Cambridge Rubber Company.. 81 
Camitta Shoe Co. ........... 
Carter, J. W., Company 

Cat's Paw Rubber Company, 


Colonial Tanning Company ... 24 
Craddock-Terry 


Crown Rubber Company 


Danskin, Inc. 


Eby Shoe Corporation 

Edwards, Vincent, Company .. . 
Endicott-Johnson Corp. ...... 10, 1 
Ephrata Shoe Company 

Everett & Barron Company.... 102 


Farber, L., Company 


Gaffin, Seth, Shoes, Inc. ...... 118 

Gallun, A. F., Sons Corp. ..... 68 

Gardiner Shoe Company, Inc... 89 

General Tire and Rubber 
Company 


June 15, 1961 


Gerberich-Payne Shoe Company 94 
Gilbert Shoe Co., The | 
Goding Boots, Inc............ 108 


Goodyear Tire and Rubber 
Company, The 


Green Shoe Mfg. Co.. .Back Cover 


Hagerty, P., Shoe Co., The.... 102 
Haus of Krause 

Hempstead Shoe Co. ........ 118 
Hollywood Products Inc. ...... 96 
Horween Leather Company ... 28 
Hubschman, E., & Sons 

Huch Leather Co. ........... 93 


Irving Tanning Company 


Iselin-Jefferson Financial Com- 
ee) See OS Bae G eae 


Jarman Shoe Company 
Jay-Thomas, Inc. ............ 91 
Jenkins, George O., Co., The.. 80 


Juvenile Shoe Corporation of 
America, The 


Kaysam Corporation of 
America 


Keith, Geo. E., Company 
Kelly Gales, fees. ..6.56665.. 118 
Kreider, A. S., & Son Co 


Levor, G., & Co., Inc. ........ 71 
Lisanco Footwear, Inc. ....... 72 
Little Yankee Shoemakers... .32, 33 
Long Arm .. 


Marbon Chemical Division, 
Borg-Warner 


Markell, M. J., Shoe Co., Inc... 
Martin Fabrics Corporation ... 50 


Minnesota Mining and Manu- 
facturing Company. Second Cover 


Monarch Marking System Com- 
pany, The 90 


Mosinger-Cohn Shoe Co... 111, 118 
Mutual Shoe Sales Company.. 43 


Naugatuck Chemical Division of 
United States Rubber Com- 


52 
Ohio Leather Co., The 


Pellon Corporation . 
Phyllis Shoe Company . 
Potvin, R. J., Shoe Co. 


Quoddy Moccasins 


Ripple Sole Corp. ........... 
Romito-Donnelly Corporation . . 
Rubin, Irvin 


Scholl Mfg. Co., The 
91, 95, 102, 108 


Seovll Mie: Co. .. 6.20.00... 40 
Step Master Shoes, Inc. ...... 47 
Stetson Shoe Company, Inc., The 29 
Stoff, M., & Company 


WO PMc oy xs kus a ee 71 
Taylor, Thomas, & Sons ....... 38 
Thonet Industries, Inc. .......... 95 
Tingley Rubber Corporation. .14, 15 
Topps Shoe Store 


United Shoe Machinery Corpo- 
ration 


Vaisey-Bristol Shoe Co. ....... 
Viner Bros., Inc. 

Virginia Oak Tannery Inc 
Vulcan Corporation 


Wall Streeter Shoe Company... 44 


Wamsutta/ Pacific Industrial 
Fabrics 


Weil, M. K., Shoe Company.93, II! 
Wellco Shoe Corporation 
Wolverine Shoe and Tanning 


Wicks see a. ee. 4l1, 42 


121 





THE LAST WORD 





Changing times 

Recently Irving J. Bottner, pres- 
ident of the Esquire Shoe Polish 
Co., who started as a bootblack, 
stopped on Broadway to get a 
shine and asked the boy, “What 
do you want to be when you grow 
up?” “A bookie,” was the prompt 
reply. 


Comfort in the Treasury 

Mrs. Elizabeth Rudel Smith, 
Treasurer of the U. S., was recently 
presented with a pair of mules at a 
meeting of the Brooklyn Chamber 
of Commerce. The Brooklyn busi- 
nessmen had heard that Mrs. Smith 
often kicks off her shoes when 
working and wanted her to be com- 
fortable. 


The Natick Cobbler 

The 18th vice-president of the 
United States was a shoemaker who 
lived under an assumed name most 
of his life. Henry Wilson was 
elected in 1872 on the ticket with 


General U. S. Grant. He was born 
Jeremiah Jones Colbraith at Farm- 
ingham, N. H., and, at 21, changed 
his name to Henry Wilson. He 
learned the shoemaking trade, 
which paid his way through school, 
and later manufactured shoes in 
Natick, Mass. He became a state 
legislator and then a U. S. Senator 
before being elected vice-president. 


Toes up 

Miss Maureen Rickards, 24, of 
Brighton, England, one of Britain’s 
youngest practicing chiropodists, 
claims she can read your character 
in your big toe. “This method of 
character-reading is just as accu- 
rate as palmistry and phrenol- 
ogy,” Maureen said. 


Insurance risk? 

Winkle pickers have been ban- 
ned from the offices of Lloyd’s of 
London. 


Feet to the wall 

A professor at a mid-west uni- 
versity liked to relax at home with 
a book of Latin verse, his feet 


propped against the wall. When his 
feet kept slipping down, he just 
nailed a pair of old house slippers 
to the wall and read in peace. 


Birth of the bend 

Al Jolson, famous blackface jazz 
singer, was singing one night in 
Honeymoon Express when an in- 
grown toenail made his left foot so 
painful that he knelt down to re- 
lieve the pressure. The customers 
liked the idea so much that he kept 
to it and Al and the knee bend be- 
came famous together. 


Oscar 

An Oscar for salesmanship should 
go to the saleswoman in a London 
shoe store who, when an elderly lady 
walked into the shop and asked, 
“Do you stock shoes for elderly 
ladies,” replied, “Yes, madam, but 
where is the elderly lady?” 


Neglected ad medium 

A neglected ad medium may be 
the shoebox. A survey has shown 
that out of every 10 homemakers, 
six never throw them away and 
three only sometimes. 
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Sat for er: with forceful advertising, pie direct mail and window 
promotion, careiul attention to your Stride Rite stocks. You'll get just what 
after, Secause planned action, not passivity, brings in the increases. — 


TRIDE RITE 


THE SHOE THAT UNDERSTANDS CHILDREN 


Green Shoe Mfg. Co., Boston, Mass. 





